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Rough Proofs 


Opponents of Jack Garner, the 
Texas cactus, weren’t a bit con- 
cerned about his presidential can- 
didacy until he got all that free 
advertising from John L. Lewis. 


Sa 


Judging from attendance figures, 
the biggest problem of prospective 
customers of the World of Tomor- 
row has turned out to be not the 
fair but the fare. 


vgv¥seegy? 


Where is Wisconsin’s modern 
Omar Khayam? Governor Heil, for- 
getting the glory that is Milwau- 
kee’s, is spending all his spare time 
these days promoting milk bars. 
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What’s the world coming to when 
the governor of a state famed in 
song and story for its brews an- 
nounces that he’ll be contented only 
when the cows are. 


a 


General Mills reduced sales vol- 
ume 30 millions and increased net 
profits 2% millions in the past year. 
This must prove something, but 
what? 

vvwY 


The Law Society of British 
Columbia has recommended group 
advertising. The barristers most 
interested in promotion, however, 
will still arrange their publicity on 
an individual and personal basis. 
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Chicago radio announcers have 
been threatening to strike for higher 
pay, but what if it should turn out 
that the listeners enjoyed their va- 
cations? 
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Cas-O-Lan shampoo promises to 
banish wild hair, but the advertiser 
wants it distinctly understood that 
it is not addressing itself to wild 
women. 


7, © 


It was nothing less than manifest 
destiny when the advertising 
# agency handling those cosmetic ac- 
counts arranged to have the copy 


# Written by none other than Martha 
B Surface. 
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Stanco will air a million-dollar 
transcription campaign, which looks 
from here like a very pretty radio 
spot. 
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“What's so darn smart,” demands 
a2 indignant ADVERTISING AGE cor- 


"spondent, “about being able to 
throw booze down your gullet?” 

Who said it was smart—it’s 
merely part of the necessary equip- 
ment of 


an advertising man. 


vg#eg? 


a Cultivated Mushroom Insti- 


~ has been organized by growers 


,.. -anners. If your mushrooms 
an” agree with your steak, they 
viously are not sponsored by the 
stitute 
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Joe McCarthy is writing testi- 


sar boosting a remedy for 
bee aches, and here everybody had 
" thinking he was engaged ex- 


Copy Cus. 


BEWARE, MEN, THE AMAZONS ARE COMING 


HOW THOUSANDS OF WOMEN 


"ABLETO. EI 


NEW ENERGY | 


IMPORTANT: Medical Tests Reveal WHY famous Lydia E Pinkham’s Vegetable Com- 


pound has been helping weak, rundown, 


nervous women for ever half a century! 


I, tte hin cre assem jate more wholesome food so 
aod pe 4 scgard looking that i's more easly changed ino rich 
fy mt bow friends 6 ted blood w nourish your mules, 
Ww peppy wor ti geres. glands aod tassees— this helps 
P «tle frer ¢ build up physical resisear aod helps 
weak mer mc + enim prices nerves, lessens feoale hunc- 
an fk Bonal distress and gives you that spur- 
ie’e ti Kling exergy that is refleceed thracut 
ured your whole bomg 
To Se it you feel the aved of a good 
really buikder-upper (and who doesnt ia 
60» this hoot awe!) don't delay! Telephooe 
s your druggist right now for a boule of 
yor } Pinkham +» Compound 
vou 
ren 
mens 
Compe« 
Seevass few ght, Lem of dater—Smart givk 
and g ge? Cher Why wot you? 
Medical Tests Prove Merit! - thu Pinkham’s Compound 4 a mow * 
Kecemt medical tests conducted under effective woman's tonic, And here's 
the mow moddera, scientific laboratory why—Pinkham's stimulates gostric 
supervision have proved beyond doubt juices to help you digest and better 


In a new test campaign, Lydia Pinkham comes forward with scientific claims 
in behalf of the preparation that has been a household word for these many years. 
The general treatment is similar to recent gelatine advertising. 


Eager Prospects 
Await Piano Copy, 
Manufacturers Told 


New York, Aug. 2.—Advertising 
was held up today as the solution 
to problems facing the musical in- 
strument industry when Kenneth 
Collins, assistant to the general 
manager, New York Times, told the 
38th annual convention of the Na- 
tional Association of Music Mer- 
chants that conditions have never 
been better for improving sales of 
pianos and other instruments. 

He pointed out that the record- 
breaking year in the sale of pianos 
was in 1909, in an era before the 
public had been educated to enjoy 
music by public school training and 
through the radio. He estimated a 
potential market of between 15,- 
000,000 and 20,000,000 exists for 
pianos, and declared that the piano 
industry is on the threshold of “a 
great and fortunate expansion.” 


Public Is Receptive 


Mr. Collins asserted that if piano 
makers do not seize the opportunity 
facing them now, 
guilty of “sloth and of a gross dis- 
regard for the interests of those 
who have invested money with 
them.” He termed it “a crying 
shame” that people who are obvi- 
ously in a receptive frame of mind 
should not be told what the manu- 
facturers have to sell. 

“If I were associated with any 


they will be|: 


Energy Blessing 
Now Offered to 
Female of Species 


Lynn, Mass., Aug. 2.—A copy 
theme which may develop into the 
female counterpar: of the “male 
energy” campaigns recently inaugu- 
rated by several gelatine manufac- 
turers made its appearance in news- 
papers here today as Lydia E. Pink- 
ham Medicine Company tested an 
advertisement headed “How thou- 
sands of women have been able to 
get new energy!” Admittedly a one- 
time trial insertion, the company 
plans to extend the appeal to a 
large schedule, if it proves effective. 

Like the gelatine promotion, the 
new Pinkham copy is given a scien- 
tific background. “Recent medical 
tests conducted under the most 
modern, scientific laboratory super- 
vision,” the advertisement states, 
“have proved beyond doubt that 
Pinkham’s Compound is a most 
effective woman’s tonic.” 


Straight from the Shoulder 
In making a case for the benefits 


|of more feminine energy, the com- 


pany does some plain talking. “If 
jittery nerves are making you cross 
(Continude on Page 27) 


Auto Manufacturers Set for 
Early Debut of 1940 Models 


Advertisers Eye 
Trend Toward 
Newspaper Mergers 


Fewer and Stronger 
Dailies Held an Aid 
to Space Users 


New York, Aug. 3.—Purchase by 
the Minneapolis Star of the Minne- 
apolis Journal, following on the 
heels of the suspension of the Buf- 
falo Times and the consolidation of 
the Syracuse Journal with the Her- 
ald, this week emphasized a trend 
in newspaper publishing which is 
being watched closely by national 
advertisers and their agencies. 

An informal survey here today 
revealed that advertisers who use 
newspapers heavily and the agen- 
cies which serve these clients feel 
that the trend toward fewer and 
better newspapers is to their ad- 
vantage. That such a trend is un- 
mistakable was shown last month 


upon publication by, N. W. Ayer & 


Son of its Directory of - 

and Periodicals, revealing that 
there were 24 fewer daily papers 
published in this country in 1938 
than in 1937. 


Many Consolidations 


So far this year, there have been 
numerous other suspensions and 
consolidations besides those in Min- 
neapolis, Buffalo and Syracuse. 
Among the more important changes 
since January have been the merger 
of the two Milwaukee Hearst pa- 
pers, the News and Sentinel; the 
combination of the Herald and 
Times in Washington; the suspen- 
pension by Scripps-Howard News- 
papers of the Oklahoma News in 
Oklahoma City; the merger of the 
News and Times-Leader in Wilkes 
Barre; and the suspension of the 
Spokane Press. There were also a 
considerable number of other merg- 
ers in smaller cities, with only a 
few new entries to offset the loss. 

(Continued on Page 6) 


Last Minute News Flashes 


Brown New Agency for Allstate Insurance 


will be the account executive. 


company in the entire piano or| 
musical instrument field,” he said, | 
“I should be satisfied with nothing | 


(Continued on Page 27) 


DIRECTORY OF FEATURES 
Ad-libbing . 


Basic Business Index 
Coming Conventions 
Editorials . 

Getting Personal a 
Information for Advertisers 
Obituaries ... ee 
Promotion Review ..... a 23 


Photographic Review ... ; = 
Rough Proofs pe his ! 
Voice of the Advertiser . © 


Chicago, Aug. 4.—Sears, Roebuck & Co. has appointed E. H. Brown 
Advertising Agency, Chicago, to handle advertising of Allstate Insurance 
Company, specializing in automobile insurance. 


Harry Schneiderman 


Kaywoodie Schedules Largest Campaign 


New York, Aug. 4.—With two additions to its line of pipes sched- 
less than a 10 or 15 per cent in-| uled to appear on the market soon, Kaywoodie Company is preparing 


| to release the most ambitious advertising campaign in 
| The new products will be featured in color pages as well as black and 
white single-column insertions in national magazines. 


American, Collier’s, Esquire, Field 


Newsweek, Outdoor Life, The Saturday Evening Post and Time. 
of college papers will supplement the magazine’ schedule. 
|new models is a metal covered pipe selling for $5; while the other is a 
’ | $12.50 meerschaum. H. M. Kiesewetter is the agency. 


'2 Hemrich to Agency: Armour Advances Weber 


its history. 


The list includes 
& Stream, Fortune, Golfdom, Life, 
A list 
One of the 


Chicago, Aug. 4.—William R. Hemrich will sever his long connection 


12) with Armour & Co. on Aug. 19 to become an account executive in the 
25 | Chicago office of Sherman K. Ellis & Co. 
him as Armour advertising manager. 


James E. Weber will succeed 
Mr. Hemrich has been with 


Armour for 14 years, of which the last four were spent as head of 


the advertising department. 
manager for the same period. 


Mr. Weber has been assistant advertising 


~leents a package, 


Packard Leads Preview 
and Consumer An- 
nouncement Parade 


Detroit, Aug. 3.— Though many 
units in the fast-moving automotive 
field announced dates for previews 
of their 1940 models this week, 
Packard was the only one to estab- 
lish the day on which introductory 
copy will appear throughout the na- 
tion. Packard will stage a huge 
meeting of dealers and distributors 
in Detroit, Tuesday, Aug. 8, and a 
few days later—Aug. 13—will in- 
form the world of features of its 
new cars. 

Hudson Motor Car Company will 
give a press preview of its 1940 line 
at its factory Aug. 9 and will stage 
a series of 23 dealer meetings the 
following week. 

Nash has scheduled its preview 
for Aug. 10, and for the first time 
will stage it in Michigan instead 
of at the factory at Kenosha. Guests 
will be taken by steamer to the ex- 
clusive Old Club on an island in 
Lake St. Clair. 

Willys - Overland will hold open 
house at Toledo Aug. 11 when auto- 
motive editors, dealers and others 
will inspect the handiwork of its 

gineers. 
| Chrysler pré@view dates have not 
pected that the company will con- 
tinue its policy of revealing the 
models of all divisions at the same 
time. This denouement is expected 
the latter part of August. 


Packard Stocks Low 


The Pontiac preview, originally 
slated for Aug. 9, has been post- 
poned because of the labor troubles 
which have handicapped General 
Motors Corporation in its race to 
lead the field with new models. 
Officials are unwilling to hazard 
any predictions in view of the ap- 

(Continued on Page 26) 


Antiseptic Gum 
Kills Mouth Germs, 
Test Copy Claims 


New York, Aug. 3.—A test on a 
new antiseptic chewing gum, known 
as Adams Lorals and selling for ten 
has just been 
launched by American Chicle Com- 
pany in upstate New York markets, 
it was learned here today. 

Described as “a prophylactic gum 
for mouth hygiene,” the product is 
said to be able to kill at least 90 
per cent of the bacteria present in 
the mouth within three minutes af- 
ter chewing starts. “And because 
chewing these pleasant confections 
naturally keeps the antiseptic in 
contact with your mouth tissues 
and membranes for longer than 
three minutes,” copy points out, 
“opportunity is given to destroy 
completely the bacteria present.” 
Lorals have a medicinal flavor and 
are recommended for eliminating 
breath odors caused by onions, li- 
quor and tobacco. 

The test drive, which consists of 
200 and 100-line insertions in a 
Utica newspaper and spot radio an- 
nouncements in Binghamton, will 
continue through September. Na- 
tional plans have not yet been for- 
mulated, according to Badger & 
Browning & Hersey, the agency in 
charge. 


been announced, although it is ex-. - 
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Stay Young 
with Electricity, 
G-E Will Advise 


Complete Line to Be 
Presented in Strong 
Fall Drive 


New York, Aug. 3.—The time has 
come, General Electric Company has 
decided, to make the women of the 
country conscious of the complete 
array of electrical servants which 
science has placed at their com- 
mand, and at the same time to in- 
terpret this silent and efficient serv- 
ice to them in terms of their own 
desires. Thus, the most ambitious 
fall program in G-E’s history will 
revolve around the slogan, “It’s easy 
to stay young electrically,’ Chester 
H. Lang, general advertising man- 
ager, announced this week. 

Full color insertions in magazines 
will form the spearhead of the 
drive, supported by a complete mer- 
chandising program involving dis- 
tributors, retailers, department 


stores and electric service compa- 
nies. According to present plans, 
the campaign will run for a long 
term, establishing a broad base 
from which individual product ad- 
vertising will derive added impetus. 


Plan Comprehensive Story 


Mr. Lang said that the new effort 
will consistently explore the story 
of electric appliances as personal 
services which save labor and 
thereby preserve youth and aid 
physical well-being; it will feature 
in all copy the complete G-E line 
of appliances, including refrigera- 
tors, ranges, water heaters, cabinets, 
electric sinks, dishwashers, dis- 
posals, home laundry equipment, 
clocks, cleaners, fans, table cooking 
appliances, health lamps, radio and 
electric blankets, on the theory that 
one product helps to promote an- 
other and that all in combination 
represent electrical living. 

Magazine advertising breaks in 
The Saturday Evening Post of Sept. 
23, and in Collier’s Sept. 30, with 
full color spreads. This will be fol- 
lowed in quick succession by copy 
in American Home, Better Homes 
and Gardens, Good Housekeeping, 
Life and McCall’s. Maxon, Inc., is 
the agency. Thus far, 19 advertise- 
ments have been prepared to carry 
the campaign to Dec. 31, when any 


modifications found desirable may | 
be incorporated. 

Mechanics of the campaign are 
being explained to G-E distributors 
by six two-man teams, made up 
equally from the personnel of the 
agency and the company appliance 
organization. As many as three 
meetings daily are being held in 
some cities. 


Full Data for Salesmen 


A “treasure chest” is being 
placed in the hands of all key men. 
The chest contains a key piece con- 
sisting of an accordion folder repro- 
ducing all advertisements and 
giving concise instructions for mer- 
chandising the central idea. Also 
included are analyses of magazine 
advertising by local territories, pres- 
entations for utilities and depart- 
ment stores, a booklet outlining 101 
ways to display merchandise and 
train a _ retail organization, and 
numerous other aids. 

All distributor salesmen are elig- 
ible for a “treasure hunt” to begin 
Sept. 1 and run through Nov. 30. 

The G-E strategy was mapped 
after a series of surveys which 
proved unmistakably that the basic 
feminine instinct is to stay young 
and beautiful and to devote a large 
part of the family income to that 
end. Besides this central idea, ad- 


Results 
va the AQ” State 


depend on the way 
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you go about it 


You can fish away in one spot, and you MAY be re- 
warded—after time and great effort. . . But the 49th 
State is NOT JUST ONE SPOT. 


This is a great major market: St. Louis PLUS a rich 
array of communities surrounding the metropolis. 


The Globe-Democrat covers St. Louis PLUS the rest of 
this responsive market. Advertising in this newspaper 
reaches the entire market simultaneously and with 


There's an OIL BOOM 
in The Illinois Basin 
right here in 
The 49th State 


Write for Facts 


MULTIPLIED results. 


TAILORED TO LOCAL CONDITIONS 


A TIP TO WOMEN 
WHO WANT TO HEAR 
THEIR COFFEE PRAISED 


— = 


aid ; ik. but A steaming cup of fragrant coffee on a frosty meroing! There's nothing in 
he can 7 this wide van hi sativfying—co fortifying for » busy day. And for Hoomers 
: : he coffee th myst tivh ang clear, ts gram’ od 
: me ica ~ oo PHOFNI i hart fnctiana water : » 
r the “ha er dees make a tremendous differ 
. ence in the coffee you serve, } her ’ matic offs in 
Perbaps it wnen't the cook PHOENIX COFFEE are mo released in hard water than with les 
fault after all. Posstily, tt heart’ Mendes, Le offer cup, Do matter what grind or what 
ffs f was unecuited t cot ‘ rT you wae ee + PHOENIX COFPEE in the “coler 
he hard water found almoct fui new tin that keeps the flavor iy at your independent grocers. Today 
. in ir 
. —_ SCHNULL & COMPANY, INDIANAPOLIS, INDIANA 
the first y te for making 
ovd coffe enough 
the bi mak- 
re fh at be affee im re- 
rulret eup with PHUE 
NIX You inlepentent 
grocer har it, in all wanted 
grinds, for all tenes of coffe 
nea hey 
y ii have better coffee—and 
suve money, tow, with PHOE- 
NIX full flavor coffee 


A new note in coffee merchandising is struck by Schnull & Co., in Indianapolis 


newspapers, with emphasis on a blend adapted to Indiana water. 


Caldwell- 


Baker Company is the agency. 


vertising will show how savings 
achieved through the use of one ap- 
pliance help to pay for another, and 
how a complete staff of electrical 
servants is made possible through 
reduction in cost of current for 
quantity users. Each advertisement 
will also headline a special mer- 
chandising deal on a specific prod- 
uct, enabling dealers to profit di- 
rectly from the magazine advertis- 
ing. 


Royalty’s Visit 


Is Door Opener 


for Solicitation 


Chicago, Aug. 3.—That British 
business men are letting no grass 
grow beneath their feet in their at- 


| tempt to exploit the magic spell that 


their King and Queen are supposed 
to have cast over these United 
States was indicated this week in a 
“friendship” follow-up received 
here by a well known manufac- 
turer. 

With the disarming charm that 
characterizes Englishmen in fiction, 
the London Directory Company 
starts its bid as follows: 

“The very cordial and almost 
overwhelming reception of our 
King and Queen in your country 
has cemented the sincere regard 
that we in England have always felt 
for your countrymen. 

“Friendship so strongly exempli- 
fied must undoubtedly react very 
favourably upon our business rela- 
tions, and we, like you, look forward 
to increased trade, doing our best to 


oa ig 


stimulate it through the medium of 
our World-famed trade directory 


described on the prospectus here- 
with. 

“Your practical support of this 
aim would do much to 


ee ee ll ln tr 


increase | 


your business, and we ask to be / 


allowed to list you as shown by the 


enclosed cutting, or by inserting an © 


advertisement.” 

Thereafter the pressure increases, 
resolving itself into a conventional 
sales story with circulation, rates, 
testimonials, etc., set forth in good 
old Yankee style. 


enesenemenmicenerenine 
Artists Bureau Formed 


The Artists Guild Bureau has 
been formed by the Artists Guild, 
Inc., New York, an association of 
free lance artists founded in 1920. 
The new bureau will act as an art 
service, making the work of all 
Guild members directly available to 
art buyers of advertising agencies. 
Its function will be to serve the 
latter by supplying lists of artists 
and samples of their work upon re- 
quest. 


Make Convention Plans 


The third annual convention of 
the Super-Market Institute, New 
York, will be held Sept. 17-20, 
at the Hotel Netherland Plaza, Cin- 
cinnati, Ohio. Open forum meet- 
ings, featuring questions on super- 
market technique and their solu- 
tion, will be addressed by author!- 
ties in the field. 


Lightstone Joins Grey 
Sidney Lightstone, who has bee? 
sales promotion manager for th 
last four years of the Boston Store 
Milwaukee, has joined Gray A 
vertising Agency, New York, as 2 
account executive. Mr. Lightstone 
previously operated his own office 
in New York as sales and merchat- 
dising counsel to manufacturer’. 


SS 
PRACTICAL BUILDER 


“Thank you for great 
help. It's “Ace High’” 


PRACTICAL BUIL 


59 E. Van Buren St. - - - - - CHICAGO 


Michael Franz, Detroit, Mich. 
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McCau's is the only magazine of its kind 


ever to sell a million copies of any issue on the news- 


stand. No magazine of comparable character has ever 
issued a statement to the A.B.C. showing a newsstand 
sale within 200,000 copies of McCALu's. 


Neither in volume nor percentage has any 
inagazine of similar character gained as much news- 
stand sale in the first three months of 1939 over the 


same period of 1938 as has McCAalLt's. 


Of the 217 national magazines, of any group 
or any editorial appeal, reporting to the Audit Bureau 
of Circulations, only five show an average newsstand 
sale over one million copies per issue in the first three 
months of 1939—McCalt's is one of the five. 


134,620 


AVERAGE NEWSSTAND SALES 
FIRST SIX MONTHS—1939 


WOMEN WANT McCALL'S © WOMEN BUY McCALL'S | WOMEN USE McCALL'S ~~ 


McCALL CORPORATION 


230 PARK AVENUE, NEW YORK, N. Y. 
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Listerine Dandruff 
Claims Tempered 
in FIC Stipulation 


Advertiser Will Drop 
Germ Theme, Com- 
petitive Statements 


Washington, D. C., Aug. 3.—Most 
of the familiar claims that Lambert 
Pharmacal Company, St. Louis, has 
advanced during the past few years 
in behalf of the ability of Listerine 
to alleviate dandruff troubles will 
be abandoned, according to the 
terms of a stipulation signed by 
the company, the Federal Trade 
Commission announced today. 

The agreement said that Lam- 
bert will cease and desist from 
representing by direct statement 
or by inference that all dand- 
ruff is due to an infection with 
Pityrosporon ovale or any other or- 
ganism; that dandruff necessarily is 
a germ disease; that the dandruff 
germ has been isolated or identi- 
fied; that the presence of Pityro- 


x 


sporon ovale necessarily means 
dandruff or that with its destruc- 
tion dandruff disappears; that 
dandruff is necessarily infectious, 
contagious or “catching” or is in all 
instances passed from one person 
to another, or that any of the fore- 
going assertions have been proven 
by findings of scientists or other- 
wise, or is a “scientific fact” or a 
“fact definitely established by scien- 
tists.” 


Curative Theme Out 


It was also stipulated that Lam- 
bert will desist from representing 
that the product either cures or 
permanently relieves dandruff; that 
the product “kills the dandruff 
germ,” “attacks the cause of dan- 
druff” or “gets at the cause” or “at 
the root of the trouble” or pene- 
trates infected hair follicles or “an- 
nihilates’” the dandruff germ; that 
the product frees the scalp and hair 
follicles of the parasite that saps 
their vitality or “spreads a germ- 
killing film over the scalp”; that the 
product has “marked curative prop- 
erties due to certain ingredients in 
a unique combination shared by no 
other antiseptic’; that ordinary 
remedies “aren’t even antiseptic”, 
are “smelly”, affect only surface 
symptoms, or merely remove sur- 
face symptoms temporarily, or that 


competitive products are obviously 
inferior to “Listerine Antiseptic” as 
a remedy for dandruff—when such 
are not the facts. 


Young & Rubicam 
in San Francisco 


Young & Rubicam has opened a 
San Francisco office in the Russ 
Building. Bryan Houston, vice- 
president, is in charge, assisted by 
Frank Delano. 

The new office will direct radio 
advertising for the Hawaiian Pine- 
apple Company. 


Winter, Ehlinger 


Join Agency Network 

N. A. Winter Advertising Agency, 
Des Moines, and Stanley J. Ehlinger, 
Inc., Tulsa, have joined the National 
Advertising Agency Network, St. 
Louis. 

Elliott Advertising Agency, Bos- 
ton, has reaffiliated with the organ- 
ization. 


Joins Sterling 

Lois F. Ullman has joined Ster- 
ling Advertising Agency, New 
York, as copy writer and publicity 
director. She was formerly fash- 
ion editor with the Pattern Fashion 
Syndicate; promotion director for 
Arthur Mincer, Inc., and more re- 
cently fashion coordinator and copy 
chief with Mark’s Miami, Fla. 
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High above them all towers General 
Sherman, in Sequoia National Park, and 
the Los Angeles Examiner with its 


LARGEST MORNING & 
SUNDAY CIRCULATION 


West of the Missouri! 


220,185 Families...DAILY 
560,882 Families... SUNDAY 


{IN ADVERTISING, TOO! 


Head and shoulders above ALL other 
Los Angeles newspapers with a retail 
advertising gain for the lst 6 months of 


1939, or 517,280 lines! 


LOS ANGELES 


EXAMI 


NER 


Represented Nationally by the 
RODNEY E. BOONE ORGANIZATION 
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C&0's Chessie 


Presents Ideas 


in Package Form 


| Cleveland, Aug. 3—The perennial 


'charm of Chessie, the Chesapeake & 
|Ohio kitten, is being turned to ad- 
vantage by that railroad in a new 
direct mail campaign in which six 
“packages” are dispatched to a large 
list of selected names. Each pack- 
age consists of an eight-page folder 
outlining a trip which Chessie her- 
self recommends without reserva- 


tion. Each cover is printed with 
ribbons around it to simulate a 
‘candy box. 


Offers Summer Menu 


Package No. 1, opened to the cen- 
ter spread, reveals the likeness of 
Chessie in her usual pose—sound 
| Sleep. During her waking hours, 
| 1owever, she has hit upon a “thrifty 
|all-rail scenic route to the world’s 
fair” as a delectable summer travel 
menu. Full details of the offer are 
siven elsewhere in the brochure, 
he C&O emphasizing that it takes 
ill details off the traveler’s mind by 
including in one tariff not only rail- 
road fare, but hotel accommodations 
and admission tickets. 

Another package offers nothing 
less than an ocean cruise, indicat- 
ing that the resourcefulness of 
Chessie is without bounds. This, 
too, ends at the fair, the tourist 
journeying to Norfolk, Va., over the 
C&O and completing the journey 
by water. As in every other in- 
stance, the railroad relieves the 
traveler of details by including all 
costs in one charge. 


Radkey to Teach 


Arthur Radkey, of the educational 
department of Station WLW, Cin- 
cinnati, has been appointed instruc- 
tor in radio continuity writing at 
the evening college of the Univer- 
sity of Cincinnati. The course is a 
new one. 


General Outdoor 
Merges Branches 


General Outdoor Advertising 
Company has consolidated the sales 
departments of its New York and 
Brooklyn branches. 

Earl N. Hyde, who has been in 
charge of sales of the New York 
branch, will head the consolidated 
department. He will be assisted by 
A. B. Raughley, formerly sales 
manager of the Philadelphia branch, 
who will serve as local sales man- 
ager of the New York market. 


WENR Offers New 


Frequency Discounts 


Station WENR, Chicago, has is- 
sued a new rate card offering extra 
inducements to frequent adver- 
tisers and extending the total of 
low-rate time periods by seven 
weekly. 

Starting with the basic rate for 
a one-a-week show, the new card 
offers discounts ranging up to 40 
per cent for six shows weekly. 


Johnston Plans 
Christmas Party 


Elon G. Borton, president, Chi- 
cago Federated Advertising Club, 
has begun planning for the annual 
Christmas party with the appoint- 
ment of Aubra B. Johnston, Chicago 
Better Business Bureau, as chair- 
man. 

The party will be held not later 
than Dec. 20, with the Off-the- 
Street Club as the beneficiary. 


Represents “News” 


H. W. Phillips, of Phillips & Na- 
tion, has been appointed Florida 
representative of Navy Pictorial 
News, Norfolk, Va. 


—_ 


Pacific Coast Representative 


One of the best known advertising salesmen 1s 

now available for publishers representative 

Have established office in San Francisco and 

highest references as to ability and financial 

standing. Replies treated confidentially. 
Address BOX (82! 


Advertising Age, Chicago 
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You Ever Realize Sy 


executives of manufacturing-shipper companies, 
railroads, motor trucking companies, and other distribution 
ager.cies have one common interest— 


THE ECONOMICAL DISTRIBUTION OF THE NATION'S FREIGHT— 


a function involving the extensive use of numerous services 
and enormous purchases of equipment and materials for han- 


Traffic World is so necessary to these executives 
that they pay $10 a year to read it each week. 


TRAFFIC WORLD 


by rail, truck, water, and air. 
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THE MOST ENCOURAGING 
BUSINESS NEWS IN 
6 MONTHS! 


Good Business is always Good News, but 


when Advertising to American Homes Increases 17% 


—that’s GREAT NEWS! 


EAL BUSINESS RECOVERY begins 
first where the basic wants of the 
country originate—in the home . . . And 
it’s an encouraging and important sign 
when manufacturers of such commodities 
as foods, drugs, automotive and kitchen 
supplies have assessed the great buying- 
at-home market as worth 17% greater in- 
vestment in advertising space for the first 
six months of 1939 than for the same half- 
year period in 1938. 

That’s the record of advertising increase 
(measured in columns) for The American 
Home — a magazine that is specifically 
keyed away from ‘“‘escape’’ entertainment 
and toward the real, vitally absorbing lives 
of a million and a half modern American 
families—families 70% of whom have in- 
comes of $2,000 a year and over—higher 
than any other major magazine. 


Trend not Shared by All Magazines 


This trend to a home magazine seems par- 
ticularly important when viewed against 
the background of the whole magazine 
field (4.2% gain) and against the women’s 
monthly magazines (5.2% loss) for the 
same 6 months’ period (trend in dollar 
volume) :— 


= 


ALL THE AMERICAN 
MAGAZINES HOME 
4.2% GAIN 17.9% GAIN 


(Source: Publishers’ Information Bureau) 
Nor is the trend in the buying-at-home 
market confined merely to one or two 
classifications among commodities. It is 
general—runs the whole gamut of con- 
‘sumer purchases. Here are The American 
Home’ s first six months’ of 1939 lineage 
increases over 1938 by classifications: — 


Reprinted from New York Times—July 31 


WD 4's ss0evenkszonsces + 46% 
of SOAPS & CLEANSERS.......... 43% 


AUTOMOTIVE 
es & ACCESSORIES............. 104% 


fs DRUGS & COSMETICS......... . 32% 
288 BUILDING MATERIALS.......... 16% 
“$ HOME FURNISHINGS........... 2%* 


*What, only 2%? Yes, but The American Home carries 
more home-furnishing advertising than any American 
magazine with over-a-million circulation. 


GROWING FAST 


Perhaps one reason why The American 
Home responds so quickly to better busi- 
ness expectations is that it is edited difler- 
ently. Re-born under new management in 
the depth of the Depression (1932), it has 
gained over 1,200,000 new readers in less 
than seven years. . . isnow one of the major 
sensations of recent publishing history. 
—Have you read a copy lately? If you 
haven’t, don’t miss the August issue—on 
all newsstands NOW! 


WHY NOT GO TO TOWN 
IN GOOD COMPANY? 


HE list of new, 1939 advertisers in The 

American Home reads like an index for 
American recovery. As business begins to ‘‘go 
to town,”’ it is meeting the demands of a new 
era by picking a new type of advertising medi- 
um...amediumwhich is also “‘going to town”’ 
in a big way. In the first six months of this year, 
141 advertisers (who did not use the magazine 
in 1938) have chosen this medium as indispen- 
sable for reaching the 96 rich metropolitan and 
suburban markets . . . markets where The 
American Home has more of its circulation 
(59.2%) than any other women’s or home- 
service magazine. 

BALANCED LIST 

. 13 of these new advertisers are leading 
manufacturers of Food Products and Kitchen 
Supplies. 22 of them are manufacturers of 
Household Equipment . . . 8 of them are manu- 
facturers of nationally known Drug Products or 
Cosmetics . . . 16 are manufacturers of Home 
Furnishings and 6 are manufacturers of Elec- 
trical Equipment. 

No one field has a monopoly of this list—it is 
important because it represents a generally 
healthy cross-section of the great American 
buying-at-home market. 


BUSINESS FOR FALL LOOKS EVEN BETTER’ 


The August issue of The American Home, now on the 
newsstands, carries THE LARGEST ADVERTISING 
VOLUME OF ANY AUGUST ISSUE IN THE HISTORY 
OF THE MAGAZINE. September and October issues 
will be well ahead of last year. If advertising is a good 
barometer of home-buying (and we believe our advertising 
is) then business definitely will be better in the Fall and 
better with every member of the over 1,550,000 
families who read— 


77 \ ERICAN [OME 


CURRENT CIRCULATION 1,550,000 
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Advertisers Eye 
Trend Toward 
Newspaper Mergers 


(Continued from page 1) 


Discussing the situation with Ap- 
VERTISING AGE, Cranston Williams, 
new general manager of the Amer- 
ican Newspaper Publishers Asso- 
ciation, offered several reasons for 
the trend toward fewer dailies. At 
the same time he expressed the 
opinion that there have been no 
more failures in the newspaper pub- 
lishing field in recent months than 
in other fields also beset by in- 
creased costs. 

Mr. Williams called attention to 
rising costs all along the line. Pa- 
per now costs more than it used 
to, unions which have invaded the 
field have not only raised wages but 
reduced working hours, and the de- 
mands of the reading public have 
made it necessary for publishers to 
increase editorial expenditures. 

The present popularity of pic- 
tures is one factor which has 
pushed editorial overhead upward, 
he said. Whereas many dailies for- 


(ne 


merly used local pictures only in- 
frequently, the public now demands 
full local pictorial coverage. Con- 
sequently, many publishers have 
been forced to augment their facili- 
ties to provide this service. 

The increased popularity of for- 
eign news has been another heavy 
expense factor, he added. All of 
these editorial improvements have 
resulted in better newspapers gen- 
erally, but some papers have not 
been able to stand the burden of 
higher costs. 

Mr. Williams declared that news- 
print now sells for $50 a ton, f.o.b., 
New York, compared with $42.50 
before the last price increase. The 
new paper mill in Lufkin, Texas, 
which will be the first to produce 
Southern pine newsprint, may offer 
an ultimate solution to paper costs. 
Should this mill, which will be in 
production by December, prove a 
success, others will doubtless be 
started. It will probably be some 
years before Southern pine news- 
print becomes important, but it is 
one hope for the future, he de- 
clared. 

Competitive Situation Cited 


Advertisers and agency space 
buyers, queried for their reaction 
toward the trend to fewer dailies, 
were inclined to overlook the in- 
creased cost factor stressed by the 


ANPA executive. Instead, they 
blamed loss of advertising revenue 
for the trend. They stressed inroads 
made by other media, while admit- 
ting that increased costs contributed 
to the failure of some papers. 
Voicing the attitude of several 


advertisers who are consistent 
newspaper users was Frank A. 
Connolly, merchandising manager, 


Oakite Products, Inc. He termed 
consolidations and suspensions of 
weak newspapers “a break for ad- 
vertisers.”’ 


Strengthening Results 


He pointed out that the combina- 
tion of the best features of two pa- 
pers into one is bound to strengthen 
the remaining paper, thus making 
it a better medium for advertising. 
Advertisers can also benefit from 
the low rate usually in force dur- 
ing a period of adjustment follow- 
ing a merger, he said. 

John J. Flanagan, manager of 
publication media, McCann-Erick- 
son, asserted that the trend toward 
fewer papers is simplifying the 
space buyer’s task of selection. He 
pointed out that in Minneapolis, for 
example, there used to be two old 
and strong papers, the Tribune and 
Journal, and a rapidly rising new- 
comer, the Star. 

The job of picking only one pa- 
per for a schedule including Min- 


Steering Shem Right: 


ROM England, 

Spain, Canada and 

many parts of the 
United States inquiries 
have come to The Com- 
mercial Appeal request- 
ing information about 
Plant to Prosper. When 
The Commercial Appeal 
started this campaign 
back in 1934 few farmers 


in the Mid-South were interested in raising 
anything but the ‘‘money crop” 
And everyone knows what an agricultural 
‘“problem child’’ King Cotton has been. 


The first year of Plant to 


farmers saw the light. Under the leadership 
of The Commercial Appeal and with the en- 
thusiastic cooperation of agricultural exten- 
sion forces of the Mid-South, Plant to 
Prosper has progressed rapidly—and this 


Cotton. 


Prosper 2,000 


neapolis used to be most difficult, 
Mr. Flanagan said, but the merger 
has helped clear up the situation. 
Besides making selection easier for 
space buyers, the trend toward 
fewer papers is a healthy one for 
advertisers, he said, since it almost 
invariably means better papers. 


Aid for National Buyer 


Another space buyer said that 
many cities have been over “news- 
papered.” He pointed out that lo- 
cal newspaper advertisers generally 
desire as many dailies as possible, 
for such a situation enables them 
to play one against the other to 
make the best rate deal. National 
advertisers pay the card rates with- 
out question, he said, and are more 
interested in one strong paper than 
in several weaker ones engaged in 
a death struggle for business. 

He admitted that “one paper 
towns” in which a single publisher 
enjoys a monopoly may result in 
the adoption of a lackadaisical atti- 
tude, but he added that this has 
seldom happened. 


‘Minneapolis Star’ 
Absorbs ‘Journal’, 
Evening Rival 


Minneapolis, Aug. 1.—Despite the 
fact that circulation of the Minne- 
apolis Journal was reported by its 
publisher to be at an all-time peak, 
with advertising reflecting only a 
“natural shrinkage of the reces- 


|sion,” the Journal was merged with 


the Minneapolis Star today as the 
Minneapolis Star-Journal, to be 
published evening and Sunday. 
George W. Ronald, who has been 
business manager of the Journal, 
takes the same post with the Star- 
Journal. This is the only important 
executive transfer, though the 
merged paper will absorb a num- 
ber of lesser employes of the Jour- 
nal and is arranging severance 
terms for the remainder. 

It was announced that new na- 
tional and local rates will go into 
effect Oct. 1, based on an estimated 
circulation of 250,000. For the six- 
month period ending March 31, 
1939, the Star had a net paid circu- 
lation of 155,133 the Journal 135,- 
467; and the Sunday Journal, 
149,018. 

Osborn, Scolaro, Meeker & Co. will 
be national advertising representa- 
tives of the Star-Journal, with of- 
fices in New York, Chicago, Detroit 
and St. Louis. George D. Close, 
Inc., will represent the Star-Journal 


year more than 32,000 
farmers are being en- 
couraged to “live at 
home.’’ They are no 
longer dependent on 
one crop for a livelihood. 
The Commercial Appeal 
is steering them right 
down on the farm. 
Naturally, The Com- 
mercial Appeal is proud 


of the part it has played in helping the 
farmers of this territory. Proud, too, that 
for 100 years this newspaper has been a 
partner in progress not only with the 
farmer but also with the manufacturer, 
distributor, merchant and consumer. 
Commercial Appeal has a record of service 
that stands the test of time. 


is the only newspaper in this section that 
really gives... 


The 


e2-WAY SELLING ACTION 


@ 1. The Commercial Appeal sells the consumer by its established reader interest. 
@ 2. The Commercial Appeal sells the dealer by its vast trade paper influence. 


THE COMMERCIAL APPEAL 


MEMPHIS 


A Scripps-Howard Newspaper 


TENNESSEE 


NATIONAL REPRESENTATIVE — THE BRANHAM COMPANY 


. “More Than A Newspaper —An Institution’”’ 
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Besides, it | 


on the Pacific Coast. 
Officers Are Unchanged 


John Cowles will continue as 
president of the Star-Journal, with 
John Thompson vice-president and 
publisher, Gardner Cowles, vice- 
president, and Basil Walters, secre- 
tary and editor. Mr. Cowles issued 
a statement thanking Carl W. 
Jones, publisher of the former 
Journal for his long service to the 
city, and promising the people of 
Minneapolis one of the finest papers 
in America. 

Mr. Jones issued a more detailed 
statement in which he touched on 
problems confronting the modern 
newspaper. 

“There have been too many news- 
papers in Minneapolis to support a 
healthy constructive growth of any 
one of them,” he commented. “The 
|changing times have brought revo- 
methods in mechanical 

news and picture 
gathering, handling of personnel 
and taxes, which have required 
constantly increasing resources. 

“Because the majority of the 
Journal stockholders were not en- 
gaged in operating the Journal, it 
seemed to the respective manage- 
ments that one ownership could 


| lutionary 
equipment, 


|more effectively meet the exigencies 
\referred to. John Cowles and his 
associates, desiring to further the 
| usefulness of the Minneapolis press, 
|'made a fair offer of purchase which 
was accepted by the Journal.” 

Mr. Cowles announced that many 
improvements will be made in the 
Sunday Star-Journal through merg- 
ing of the feature wire services of 
the two former papers. The merger 
leaves the Star-Journal and the 
Minneapolis Tribune as sole occu- 


pants of the Minneapolis field. The 
Tribune is published morning, eve. 
ning and Sunday. 


BUFFALO TIMES ENDS 
56-YEAR CAREER 

Buffalo, Aug. 1—The 56-year-old 
Buffalo Times suspended publica- 
tion today, leaving the field to the 
Courier-Express, morning paper, 
and the News, evening. The first 
intimation for most of the employes 
of the Times that the end had ar- 
rived came in a brief Page 1 an- 
nouncement in the Sunday Times 
of July 30. The paper was pub- 
lished evenings and Sundays. 

The Times was established by the 
late Norman E. Mack, former Demo- 
cratic national committeeman for 
New York state. He sold the paper 
in 1929 to Scripps-Howard for a 
reported $3,250,000. With the gath- 
ering business clouds and the vigor- 
ous competition offered locally, the 
circulation and advertising of the 
Times shrank steadily. In July, 
1938, Scripps-Howard Newspapers 
announced that control of the Times 
had passed to George H. Lyon, edi- 
tor, and Earl J. Gaines, business 
manager. 

Mr. Lyon declined to discuss his 
future plans, but it is reported that 
he will report to Scripps-Howard 
for an asignment after a month's 
vacation. Mr. Gaines has returned 
to his former home in Pittsburgh. 

The 400 employes affected by the 
Times’ suspension received varying 
sums in severance pay. Sixty edi- 
torial workers received two weeks’ 
pay for the first year of service and 
one week for each succeeding year. 


$60,000 for New 
Kansas Industries 


An annual appropriation of $60,- 
000 will be available to the newly 
created Kansas Industrial Develop- 
ment Commission, which will seek 
to attract new industries to the state. 
Rolla Clymer, publisher of the El- 
dorado Times is secretary-treasurer. 
He will form an advertising and 
promotion staff. No agency has yet 
been named. 

The first step in the campaign 
will be “to sell Kenses to Kansans,” 
plans calling for coordination of the 
services of newspapers, radio, mo- 
tion pictures, posters and various 
associations. A research committee 
will study Kansas industrial condi- 
tions, assaying the state’s resources 
in raw materials, power, markets, 
and labor conditions. 


G. H. Thornley Resigns 


George H. Thornley has resigned 
from Erwin, Wasey & Co., New 
York. Before joining the agency in 
October, 1938, Mr. Thornley was a 
partner in Thornley & Jones, New 
York, and was previously a senior 
vice-president of N. W. Ayer & Son, 
Philadelphia. 


Gets Valley Electric 


Clifford F. Broeder Advertising 
Agency, St. Louis, has been ap- 
pointed to handle advertising of 
Valley Electric Corporation, St. 
Louis. Trade papers and direct mail 
will be used. 
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Most OF US lead 
two lives... 

One is the life of the imagi- 
nation—the life of fiction and 
the movie romance, where ac- 
tion is fast and thrill-packed 
and love is sweet and everlast- 
ing—the life of escape from 
reality... 

The other is the insistent life 
of the world we live in—reality 
itself. 


Most large-sale magazines are amply 
nourishing the “escape life’”’ of Ameri- 
cans— presenting, very ably, “‘escape 
literature.” 


And a few years ago, “escape litera- 
ture’ was all there seemed a need of in 
the large-magazine field. But when 
LIFE started—bringing with it a new 
scope for the camera, making the cam- 
era “an eye with a brain,” presenting 
the world of reality in a new, three- 
dimensional way—something very like 
a revolution in American reading habits 


began. 
LIFE Is Real 


For Americans found that LIFE pos- 
sessed a new power to dramatize the 
world of reality, to make it alive, and 
to present it as vividly and excitingly as 
any fiction ever written. 

Discovering this, millions of Ameri- 
can readers turned to LIFE. And that 
is not strange. Never before in our time 
have the events of the whole world so 


dominated our existence. Never before 
has it been so imperative for the useful 
citizen, the capable business man, the 
“average’’ man and woman to know 
what is going on in the world beyond 
their own communities, their own im- 
mediate interests, their own spheres of 
activity. 

Most people find it necessary to lead 
double lives, and “escape literature’”’ is 
still an essential component of our civili- 
zation. 


But the world of reality—LIFE’s 
world—of news, and science, and poli- 
tics, and modern living, and the strange 
customs of men in foreign lands—is as- 
suming an increasingly important role 
in the lives of all of us. 


America Takes To LIFE 


Proof that the American mind was ready 
and eager for such substantial diet is 
the widespread acceptance of LIFE. It 
is the most spectacular success in all 
publishing history. In less than 3 short 
years, it has attained a circulation of 
more than 2,300,000. Its readers pay 
more for LIFE than has ever been paid 
before for any magazine. Scientific re- 
search studies show that it reaches the 
greatest total audience ever to read the 
pages of any publication—a weekly 
audience exceeding 18,200,000. 


LIFE is proud of this record. It is also 
proud that, in achieving it, LIFE has 
proved that the American citizen is 
more alert, more mature, and more con- 
scientious toward his duties to society 
than some of his “best friends’’ ever 
gave him credit for being. 


Field of Honor, real li ; ; 
coverage of the blood-drenched fields in Spain and 


China, LIFE has shown 
rior of our own day. 


fe—as part of its gripping 


how death comes to a war- 


THE END 


Love Story, real life—the romances of real life can often 
outdo the imagination of the most gifted fiction writer—as 
proven when LIFE shows the course of history being altered 
by the charm of an American woman. 

ree. 
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the Magic of this 
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Love stories entertain millions—but they 
nurture the life of escape from reality. 
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Adventure, real life— 
young America 
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LaGuardia to Tell 
Story of Fair in 


Enemy's Own Lair 


Mayor Joined by Ad- 
vertiser in  Refuting 
Chicago Reports 


Chicago, Aug. 4.—Two events 
scheduled to take place here during 
the next few days may exert an im- 
portant influence on changing the 
belief of most mid-Westerners that 
the New York World’s Fair is a 
utopia for highway robbers and that 
a peek into the world of tomorrow 
implies the dishing out of dollars 
far beyond the average tourist’s 
means. 

In the face of widespread circu- 
lation of such reports Mayor Fio- 


rello H. LaGuardia of New York 
will address a _ special summer 
meeting of the Chicago Federated 
Advertising Club at the Sherman 
Hotel next Thursday, and Dario L. 
Toffenetti, who operates the Tri- 
angle chain of restaurants here as 
well as an eating place at the fair, 
will use half-page copy in Chicago 
newspapers to reassure prospective 
fair-goers that the evil whisperings 
they’ve been hearing “just ain’t so.” 


City of Brotherly Love? 


Whether or not the unbrotherly 
attitude of Chicago newspapers to- 
ward the fair moved New York’s 
“Little Flower” to accept the bid of 
the local advertising club, it is a 
foregone conclusion that the mayor 
will devote at least a few fleeting 
moments of his address, ‘““Merchan- 
dising a City,” to the dispute. 

The Toffenetti advertisement 
comes as a timely supplement to 
the LaGuardia visit. Prepared by 
C. Wendel Muench & Co., the half- 
page layout deals entirely with the 
fair. Headed, “How to Build Your- 


Unexcelled 


“BROWN BOTTLES 


PROTECT 


THE FLAVOR 


This stark simplicity is the keynote of Los Angeles Brewing Company's latest 
campaign in newspapers and outdoor. 
used in California dailies as well as a weekly sports program on KNX. 


Half-page color insertions are being 


= 


The difference is in 


Knowin 


Sure-Footed or “Slipping”? 
This picture was taken during the recent 
log-rolling contest at Longview, Washing- 
ton. In a real log drive ‘‘knowing how’ 
can mean the difference beteween safety 
and accident. In advertising, tt can mean 
the difference betwveen failure and success 


In the rush of modern competition you will get best 
results from the advertising agency that is sure-footed 


Being sure-footed in today’s advertising takes a lot more than 
knowing rules and principles. For the rules of successful advertis- 
ing are an open book. Many of them were conceived and written 
by Lord & Thomas years ago. Most agencies know them by now. 

But today it’s knowing how to apply the rules that makes the 
big difference. For it takes a unique instinct, a gift if you please, 


to know how. 


Moreover, it takes a massed battery of highly gifted advertising 
men and women whose experience and creative ability are welded 
into a fast, flexible working team. Such an organization really 
takes hold of your problem and handles it. Quickly, smoothly. 
No loose guessing. It gets results... he/ps push that sales curve up. 

lord & Thomas has been busy for 67 years... is busier today 


than ever. For as competition grows keener, the more urgently 


do businesses need knowing how 


in advertising. 


This is one reason why 14 new clients have placed their ac- 
counts with Lord & Thomas during the past twelve months. 


ee 


—— 
or you will not have seen it.” 
Mr. Toffenetti expresses the opin. 
ion that “to the mind of one wh) 
has explored this glorious, amazin 
spectacle with thoroughness, not t 
see the New York Fair would be, 
sorrow through one’s entire life» 
He then goes on to paint a glow. 
ing picture of the numerous attrae. 
tions, pointing out that since Chj. 
cago’s own Century of Progress Ry. 
position there have been many im. 
portant advances recorded by g¢j. 
ence and invention. 


Cites Reasonable Prices 


Getting down to dollars and cent; 
realities, Mr. Toffenetti declares: 
“Now, of course, you may be 
thinking of expenses. There ar ‘ 
lots of stories out to help you think & % 
the cost is terrible. But here an & 

a few facts, and you can bank op 


these—facts gathered by a multi. i 
tude of critical eye-witnesses: | & 
__| “1. Food at the Fair—contrary tp ids 
that ‘$1.50 sandwich’ rumor may & § 


you have heard—is as reasonable 
as at your favorite restaurant at 
home. The restaurants at the 
grounds are serving food deliciously 
prepared, of finest quality, at prices 
for a satisfying meal as low as 5 
to 75 cents. 

“2. Hotel prices are as low, or as 
high, as you might wish to pay 
wherever you might go at any time BF § 

“3. Transportation costs by train i i 
or bus, or plane are offered on af & 
round trip ticket for less money f) @ 
than you often pay to go just half Pf? @ 
the distance. 

“4, And general admission costs, 
into and on the grounds, are re- 
cently reduced to just about the 
same as you will pay at your state 
fair.” { 


To Sell Dionne Bread 


Under a license agreement with f 
Bakers Research Bureau, New 
York, bakers throughout the United 
States will soon be able to use the 
special formula employed in the! 
making of white bread served to! 
the Dionne quintuplets. The bread§ 
with the new ingredient, a patented 
process for which the Bureau has 
world manufacturing rights, will be 
merchandised with a campaign fea- 7 
turing the famous children. The 
Bureau is a new organization and 
a division of Bud Fox Enterprises, 
Inc., New York. 


Joins “Jewish Monthly” 

National Jewish Monthly, Wash- 
ington, D. C., has appointed Nathan 
E. Green as Western advertising 
representative. Mr. Green has taken 
offices at 130 N. Wells St., Chicago. 
rn telephone number is Franklin 
2257. 


ANA Meeting Changed 

The 30th annual meeting of the 
Association of National Advertisers 
will be held at Hot Springs, Va. 
Oct. 25-28. It had been planned 
for Sept. 13-16. 


“Sportsman” Expands 
Northern Sportsman, Detroit, has 


absorbed Gun Club News, Detroit, 
and Michigan Game Trails, High 
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WFBR’S NEW TOWERS 


Located in the salt water 
of Baltimore harbor for 


The Rise of Kay Kyser—an Example of “Knowing How” in Radio 


We first heard it at 1:15 in the morning 
on a sustaining program broadcast from 
a Chicago restaurant. That was the be- 
ginning of one of today’s top musical pro- 
grams. For weeks afterward we worked 
with Kay Kyser to develop the idea, 
then arranged a test series on the air for 
Lucky Strike. It clicked... and the rest 
is radio history. 

Kay Kyser’s College of Musical 
Knowledge has been called the biggest 


radio idea of the past year... it has the 


longest waiting list for studio tickets in 
radio history (just under 200,000 ) 

and is breaking theatre records wherever 
it plays. Outstanding commercials make 
this program a powerful selling force for 
Lucky Strike... Lord & Thomas con- 
siders this a conspicuous case history on 
the importance of being able to see the 
possibilities in an idea... and on the 
importance of applying modern radio 
technique to that idea. In short, an example 


of what we mean by ‘‘knowing how."’ 


— LORD & THOMAS C4kertising 
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GREATER 
EFFICIENCY 


RATIONAL REPRESENTATIVES, === 


EDWARD PETRY & CO,———_ 
ON THE NBC RED NETWOPR fy! 
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A LOGICAL QUESTION 
THAT HAS INNUMERABLE 
ANSWERS .... . 


. and not a single one in our ABC statement or 
on our rate card! The story of Oklahoman and 
Times’ popularity with readers and effectiveness for 
advertisers is not one of rates, circulation facts or 
linage. It is contained in the everyday, expected 
job of serving Oklahoma .. . of fostering every con- 
structive program, fighting every destructive machin- 
ation that in any way affects Oklahomans. It is a 
long story . . . available in its entirety only in the 
Oklahoman and Times bound files extending back 
fifty long years to May 9, 1889. 
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SCHOOL BOARD CORRUPTION PUBLIC OPINION CRYSTALIZED 
EXPOSED . ON WATER SUPPLY . . . 
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@ Public elections failed 
to solve the question of 
a new water supply for 
Oklahoma City. No 
accord could be reached 
as to the proper site. 
Then a straw vote by 
The Oklahoman = and 
Times pointed the way 
. secured a definite 
opinion which will lead 
to settlement of a much 
discussed problem. 


@ Oklahoma City’s school 
board had long had an un- 
savory reputation. Irregu- 
larities and corruption had 
been suspected. But it was 
only through the ceaseless 
hammering of The Daily 
Oklahoman and Oklahoma 
City Times that a grand 
jury investigation was 
called, convictions secured 

.. and offenders removed. 


' SALES AND SAVINGS 
THROUGH CITY-WIDE EVENTS 


THEY LEARN ABOUT 
COOKING FROM HER 


@ Oklahoman and Times’ 
“Aunt Susan” is Okla- 
homa’s housewife-in-chief 
For eight consecutive 
years she has packed one 


@QOklahoma City house- 


wives look forward to 
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of ‘Oklahoma City’s larg: 
est auditoriums for her 
annual five-day cooking 
school, Her daily and 
Sunday column in The 
Oklahoman is a prime 
favorite with all Okla- 
homa homemakers. 


y 
OF Oklahoman and Times 
_ sponsored = special sales 
4 0 Mm Pa ‘ events. Oklahoma merch- 
ants plan for them months 
4 ahead. To the one, they 
4 


mean generous savings .. . 
to the other, a sure-fire 
way to reduce stocks and 
ring up record sales days 

. to build up good will. 
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"BIG LEAGUE TIMBER 
SPROUTS ON SANDLOTS 


BUILDER Hi 


@ Oklahoma has long been 
a baseball hotbed and the 
Sports.. 


“QUEST FOR “GOLDEN GLOVES” 
ENCOURAGES MANLY ART 


@Six thousand howling 
fans pack Oklahoma City’s 
municipal auditorium each 
night when The Okla- 
homan and Times presents 
the Oklahoma district en- 
trants in the National 
Golden Gloves meet each 
ear. Such an interest has 
hous built up that scarcely 
a school in the state is 
without its boxing team. 


annual Oklahoman and 
Times Sandlot Tournament 
has played an important role 
in keeping up this interest. 
From Oklahoma = sandlots, 
stars such as Hubbell, Good- 
man, the Waners and the 
Deans have moved up to 
... and stayed in... the 
national baseball spotlight. 
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® The story of fifty years of helping Oklahoma build cannot be told in a The Oklahoman and Times to the service of their community. But they 
‘ingle page or a single book. The above six instances can only typify can... and do... stand as six out of scores of answers to that very logic- 
the day in and day out application of the men, methods and machinery of al question: “Tell us why you deserve your standing in your market.” 


TH E DAILY OKL AHOM AN Lea rs Published by the Oklahoma Publishing Company % The Farmer-Stockman 
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WEY, Oklahoma City %*% KVOR, Colorado Springs * Mistletoe Express 
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0K F A HOM A Cc I T Y T I M E %. ‘% 4 KLZ, Denver (Affiliated Mgmt.) *% Represented by The Katz Agency. Inc. 
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Demonstrations — 
Aid Polaroid Bid 
for Mass Market 


Progress of $1.95 Sun 
Glasses Cuts Into Sale 
of 10-Cent Products 


Boston, Mass., Aug. 2.—Consistent 
application of the “before and after” 
copy technique has helped Polaroid 
Corporation achieve an outstanding 
success with a high priced article 
in a field where low prices have 
hitherto been taken for granted, 
officials of the company told ADVER- 
TISING AGE today in reviewing the 
merchandising of Polaroid day 
glasses. 

Indicative of the success of this 
product is the fact that at the end 
of July, when sun glass buying by 
the retailer has normally ended, the 
Polaroid sales curve was still head- 
ed upward. Mass buying in this 
field is done during the winter and 
early spring months. In many stores, 
the company reports, Polaroid 
glasses are outselling 25-cent com- 
petition. 


Reaches for Mass Market 


While Polaroid glasses have been 
on the market three years, they 
were formerly marketed in limited 
quantities at a retail price of $3.75. 
The current bid for a mass market, 
which the Polaroid Company is 
making in conjunction with its li- 
censees, American Optical Company 
and Bausch & Lomb Optical Com- 
pany, was initiated this spring with 
the glasses marked at $1.95. To 
differentiate its more expensive item 
from cheaper sun glasses, Polaroid 
uses the term “day glasses” in con- 
nection with its product. 

According to company spokesmen, 
the decision to reach out for a mass 
market was the result of scientific 
proof that Polaroid glasses have a 
clear-cut advantage over other 
types. This accounts for the use 
of the “before-and-after” demon- 
stration in the merchandising of the 
product. “We are offering an anti- 
glare glass which from its appear- 
ance alone has nothing to distinguish 
it from ordinary sun glasses selling 
for as little as ten cents a pair,” 
one executive said. “If we expect 
the public to buy our glasses at 
$1.95 we have to show cause.” 

Polaroid’s use of the demonstra- 
tive technique revolves around 
counter and window merchandisers 
which are designed to reproduce the 
condition of reflected light on water 
or highway with the prospect in- 
vited to make the test himself by 
looking through the glasses at the 
scene in the display. To attract 
passersby, two pairs of Polaroid 
glasses are pasted on the window so 
that pedestrians may look as they 
walk. During the current season, 
Polaroid Company has distributed 
10,000 of these merchandisers and 
has noticed a sharp upturn in sales 
in outlets that use the device. 


Pictures Tell the Story 


In magazine advertising, unre- 
touched photographs of highways 
as seen through ordinary glass and 
through Polaroid, take the place of 
the actual demonstration. One- 
column insertions are now appear- 
ing in Collier’s, Life and The Satur- 
day Evening Post. 

“See a sunlit world free from 
glare,” is the Polaroid copy theme. 
“Your own eyes can see the dram- 
atic difference between Polaroid Day 
Glasses and any other sun glasses 
you've ever worn. It’s a fundamental 
difference, made possible by the 
miraculous Polaroid control of light. 

“Normally, two kinds of light 
reach your eyes. One is useful, see- 
ing light. The other is_ useless, 
blinding glare. Conventional sun 
glasses pass equal amounts of both 
kinds of light. Polaroid Day Glasses 
pass seeing light, but they stop re- 
flected glare. 

“When you drive your car, they 
banish the blinding film of glare 
from the highway. On shipboard or 


at the beach they dim the flash of 
sun on water. Their shatter-resis- 
tant lenses are ideal for sports.” 


Large Volume Reported 


The Polaroid quality that has ap- 
parently captured public fancy is a 
thin, transparent cellulose film built 
into the glass. The crystalline struc- 
ture of the glass particles permits 
passing light to be “combed out,” 
thus eliminating glare. Used widely 
in photographic screens and reading 
lamps, the application of the Polar- 
oid principle to glasses has hitherto 
been “limited,” according to com- 
pany spokesmen. The size of the 
current sun glass sales volume is 
indicated by the fact that even at 
its former price of $3.75, several 


a 
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hundred thousand Polaroid units 
were sold. 

N. W. Ayer & Son is the agency 
in charge. 


Paper Names Harwood 


Southern Beverage, a new liquor, 
wine and beer publication, has 
named the Harwood Company, New 
York, as Eastern representative. 
The business paper will be circu- 
lated to retail establishments in 
Southern states. 


Ruffner Leaves R&R 


E. B. Ruffner, formerly vice-pres- 
ident in charge of Hollywood radio 
operations of Ruthrauff & Ryan, has 
resigned. William E. Betts remains 
as manager of the agency’s Holly- 
wood office. 


: > [00 extraya. 
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Harvard to Issue 
History of 
N. W. Ayer & Son 


Boston, Aug. 3.—One of the most 
pretentious studies of the advertis- 
ing agency field ever undertaken 
will be issued by the Harvard Uni- 
versity Press during the fall. The 
title of the 700-page volume will be 
“The History of An Advertising 
Agency—N. W. Ayer & Son at 
Work.” Other agencies, however, 
will also be mentioned. The new 
book is being advertised as “a his- 
tory and critical analysis of national 
advertising almost since its incep- 
tion.” 


a 

The author is Dr. Ralph 
Hower, of the Graduate School g 
Business Administration of Harvarg 
University. Dr. Hower, who teache 
marketing and business histo 
spent 13 months of independent jn. 
vestigation in the Ayer agency, 
being accorded unprecedented lib. 
erty. He went through correspond. 
ence files, sat in at marketing cop. 
ferences, made himself at home jp 
private offices, and otherwise acteg 

the part of the literary sleuth. 


Food Show Agency 


For the third consecutive year, 
Stewart-Jordan Company, Phila. 
delphia, has been appointed to han- 
dle advertising of the Philadelphia 
tw: Show. The dates are Noy. 
14-21. 
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Distribution Meet 


Boston, Aug. 3.—Demonstration of 
several phases of science and inven- 
tion, that the audience may more 
clearly perceive their effect on dis- 
tribution, will be an innovation at 
the 11th annual Boston Conference 
on Distribution, to be held at the 
Hotel Statler Oct. 2-3. Television, 
glass, plastics, radiotype and auto- 
matic telegraph will be some of the 
subjects and products to be demon- 
strated in their latest form. Experts 
will then discuss the probable effect 
on distribution of these new de- 


Corporation, the program includes 
foremost authorities in every field 
of business. Among them will be 
Don Francisco, president of Lord & 
Thomas; Paul Hollister, executive 
vice-president, R. H. Macy & Co.; 
Harry Boyd Brown, national mer- 
chandising manager, Philco Radio & 
Television Corporation, and many 
others of equal rank. 

Daniel Bloomfield, director of the 
Boston Conference on Distribution, 
said that the machinery of distri- 
bution requires greater attention 
than ever before. 

“By presenting important contri- 


butions to sound thinking, by out- 


® You must admit (be honest with yourself) you have smiled at 
4woman’s hat. Maybe you don’t give a whoop about chintz, 
women’s dresses and such. But you can’t ignore the multitude 
of things that happen, everywhere, when the Journal comes out. 

This one magazine follows women to the kitchen when they 
took... to the dressing-table when they “primp” .. . and to the 
‘ore when they buy. It reaches women (who buy 85% of all 
merchandise) in upper-half homes (which use 70% of all mer- 
thandise). Many prerequisites for better living are bought with 


to make an important contribution 
to business progress,” he added. 


Gallagher Opens 
Chicago Office 

Robert A. Gallagher has organ- 
ized an advertising service in the 
Palmolive bldg., Chicago. The tele- 
phone number is Superior 4454. Mr. 
Gallagher will aim at coordination 
of copy, layout and design to pro- 
duce effective printed merchandis- 
ing. 

fie was formerly with the News 
League of Ohio, Chilton Company, 
and James R. Lunke & Associates, 
Chicago merchandising counsel. 


\ 


vertising manager of the Seattle 
Times, succeeding Nyman E. Hol- 
land, who will take an extended 
vacation and return to the paper as 
research manager and special as- 
sistant to the publisher. 

Mr. Harker has been with O’Mara 
& Ormsbee, representing the Times 
in the national field. Though he 
has been in the New York office for 
three years, he spent eight in Los 
Angeles and eight in San Francisco. 


Camera Moves 

Camera, Inc., Chicago, has occu- 
pied new studios at 1014 S. Michi- 
gan Avenue. The telephone number 
is Wabash 1353. 


Brands Gain Favor, 
Survey Reveals 


Grocery Manufacturers 
Refute Claims of Pri- 
vate Brands’ Rise 


New York, Aug. 1.— Refuting 
claims that private brand merchan- 
dise has cut heavily into sales vol- 
ume of nationally advertised prod- 
ucts, Paul S. Willis, president of 
Associated Grocery Manufacturers 
of America, reported today results 
of a survey among 100 leading 
producers of branded goods which 
revealed that volume for the first 
six months of this year was well 
ahead of the same period last year. 

Answering the question, “How 
does your business for the first six 
months of 1939 compare with the 
same period in 1938?” 87 per cent 
of those replying declared business 
as good or better than a year pre- 
vious. An average increase of 10 
per cent in volume and five per 
cent in profits was reported. 


Tribute to Advertising 


“This continued increase in busi- 
ness speaks well for advertising and 
the soundness of the manufacturers’ 
merchandising methods,” Mr. Wil- 
lis commented. “These manufac- 
turers produce the well-known 
brands found on grocers’ shelves 
throughout the country, which prod- 
ucts have had the benefit of con- 
tinuous support of advertising. 

“The survey clearly indicates that 
there is a growing consumer con- 
fidence and acceptance of these 
well-known, long-established groc- 
ery brands. Apparently the con- 
sumer realizes when the manufac- 
turer, in his advertising, commits 
himself with respect to the quality 
of his products, that the latter must 
come up to the claims made for it.” 

Mr. Willis terms the outlook for 
business for the remainder of the 
year “favorable.” Basing his opinion 
on information received from 
AGMA members, he predicted that 
the rate of increase enjoyed during 
the first half would be maintained 
throughout the year. 


Wisconsin Senate 
OK’s Price Rule 
in Four Trades 


Milwaukee, Aug. 1—A wave of 
retail copy urging the public to 
“Beat the price rise” has been in 
evidence in newspapers throughout 
the state following Senate approval 
of re-enactment of fair trade prac- 
tice codes for four industries—bar- 
bers, cosmeticians, shoe repairers 
and cleaners and dyers. 

The House stripped the bill of 
many of its salient features, such as 
price and hour and wage regula- 
tions. The Senate version provides 
that the four service trades shall 
be supervised by the State Depart- 
ment of Agriculture through a di- 
rector and deputy examiner, in lieu 
of the former fair trade practice 
commission, which went out of exis- 
tence April 1. 

The bill is generally unpopular 
but in view of the prepossession of 
the administration with price struc- 
tures, is generally regarded as likely 
to pass in the Senate form. 


Bumps Bowlby 


confid shintineS ; Goes Premium 
nhdence, sold with confidence, adverti in the Journal. ct, : The B tae Cntr’ Cian, 
Still, things a cured of thumb-sucking : sae. ew Londen, Wis, nee aban- 
the youngster who wae pout it. In one We k doned its conventional business to 
us a : ook- enter the premium field. 
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VITAL NEW JOURNALISM FOR TODAY’S WOMEN . a Ameren, Atle, fuc. bee i 
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will be director of promotion and 
press relations. 
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Newspaper 


Important changes in the map of | 
newspaper publishing in the United | 
States have been recorded in recent 
years. Some of the most important 
have taken place recently, involving 
the merger or discontinuance of 
newspaper institutions which have 
been landmarks in their communi- 
ties for generations. As a sign of 
the times to the advertising and 
publishing world, what does the 
trend indicate? 

First of all, it is evident that in 
the highly competitive newspaper | 
field, it takes a good publication to 
survive. Costs of publishing were 
never higher, reader demands never 
greater. Labor costs are tremen- 
dously increased as compared with | 
twenty-five years ago; mechanical 
and other production costs have | 
been constantly pushed higher, and | 
editorial expenses, represented by | 
such new developments as wire- 
photo services, the use of color in| 
daily and Sunday editions, more | 
thorough coverage of foreign news, 
etc., have reached an all-time high. 
Along with this is a substantially | 
higher cost for newsprint, which for 


some newspapers changed black 
figures into red. 
As a result of this situation, 


stronger newspapers have tended to | 


,ideas into the newspaper formula. 


|papers need not all be cast in the 


Economics 


readers and advertisers is being 
delivered than ever before. This is 
particularly true since market COvV- | 
erage is well maintained through 
the newspapers which continue to. 
serve their communities with the | 
vital news of today’s happenings | 
throughout the world. 

While recognizing the indispen- 
sable character of the newspaper to | 
the reader and the advertiser, the | 
observer of newspaper events is | 
nevertheless impressed with today’s | 
necessity for keen and alert publish- 
ing direction and with the oppor- 
tunity for the introduction of new 


Many newspapers have tended to 
follow a standard pattern, which, 
however good, has deprived them in 
some cases of the vigorous and indi- | 
vidual character formerly associated 
with personal journalism of the type 
of Dana, Watterson and others of | 
their generation. Perhaps the time | 
has come to emphasize again the 
personal leadership supplied by the 
publisher of a great newspaper. 
We feel that advertisers are more 
and more inclined to be selective in 
the use of media in all fields. News- 


same mould, but in each community 
should mirror the individual vigor 


Advertising Age 


GLIMPSE INTO THE WORLD OF TOMORROW 


sist 
, 10 
“4 P 


y- 


—Architectural Record. 
"Madame, how do you expect me to design you a functional house without a 


ing 


time for work. “Let me wake you 
by phone every morning,” he said. 
“For particulars call Stevenson 
9647.” 


New Co-op Campaign 

The fine art of cooperative indus- 
try advertising, even the most em- 
phatie of American advertising 


morning at any specified time, hang- 


ing on persistently until the raucous 
| jangling of the bell jerks his sub- 


WHO’S 


YOUR 
BOOKMAKER! 


/sandman. And following the care- 
call you again a few minutes later 
to make sure you haven't slipped 
back. 


Following the Cars 

The first attempt of which we 
have heard to turn the electric 
shaver industry into the groove 
traveled so successfully by the au- 
tomobile industry is being made by 
the Electric Shaver Exchange in 
Chicago, which advertises itself in 
the local press as “headquarters for 
Remington & Rand Close Shavers.” 

“Trade in your electric razor,” 
says the ad. “$2 and your razor 
can be traded in every year for lat- 
est model shavers: older 
boosters must admit, is much more | traded accordingly.” And thus eas- 
highly developed in the British | !y are conjured up visions of gen- 
Isles than on the North American} tlemen in Pullman cars proudly 
continent. In the tight little isle | Shaving with their current model 
almost every industry (many of | €¢lectric shaver, while other gentle- 


He is in business to give Service... and 
the more he 1s supperted by Sportsmen 
the better that service will be. Do bus- 
ness with him- he’s the man who makes 


your Sport a Pleasure ! 


Ij’s BETTER TO 
BET WITH THE 
BOOKMAKER 


His charge is 50 cents a)! 
week, for which he will call each | 


| scriber out of the embrace of the) 


| ful practice of hotel operators, he’ll | 


models | 


increase their leadership at the ex-|and characteristics of their people. 
pense of weaker and less resourceful| The strength of a great publishing 
publications. Mergers and discon- institution, firmly rooted in a com- 
tinuances are emphasizing this situ- munity of which it is a vital part, 
ation. Thus with fewer metro-| should be reflected so clearly in its 
politan newspapers available as) editorial contents as to be evident 
advertising media, better service to to advertisers as well as readers. 


them with the assistance of the gov- 
ernment) is pushing its own prod- 
uct or service under some sort of 
cooperative arrangement. 

The newest cooperative British 
venture therefore attracted only 
passing notice from the public, and 
a mere 300 words or so in the Brit- 
ish advertising press. As you can 
see from the reproduction, it’s a 
campaign developed by British 


men, not so wise or not so affluent, 


| of the room and palm their shavers 
in the fond hope that no other pas- 


senger will notice a two-year-old 
model. 
Jottings 


Pertinent paragraph for the Per- 
fect Timing Department comes from 
| Baton Rouge, La., which you may 


guiltily sulk in the darkest corner | 


Increasing Consumer Incomes 


Consumers spend on the basis of | 
the incomes they receive—not the | 
rate at which they are paid for their 
labor. This is an obvious fact which 
has been disregarded to a consider- 
able degree in the well-meant ef- 
torts to improve the lot of workers 
by raising rates of pay and shorten- 
ing hours of labor. 

As the London Economist points 
out, between 1929 and 1938 the 
average hourly earnings of Amer- 
can workers increased by 23 per 
cent, which in terms of commodity 
price changes represented an in- 
crease of 49 per cent. But payrolls 


the total amount of money paid 
sut in wages—fell by 18% per cent! 
“To place two figures in juxtapo- | 
sition is not to prove that one is 


the cause of the other,” continued | with higher incomes to workers. 


the Economist. “But it is at least} 


suggestive that while wage rates in | answer—but it may be an important 


Great Britain rose over, the same 
period by less than a third of the 


American increase, British payrolls | 


increased by 20 per cent instead of 
the American fall of almost the 
same proportion. 

“The figures present, at the very 
least, a case for investigation. They 
suggest the possibility that as a re- 
sult of shorter hours and corre- 
spondingly increased hourly wage 
rates (and it is the hourly rate of 
wages, not the daily or weekly earn- 
ings, that determines labor costs) 
the cost of capital goods has been 
pushed up so high that the payrolls 
of the working class as a whole are 


not sufficient to support them.” 

The conclusion is drawn that ad-| 
ditional investment in capital goods 
might be stimulated, as in 
building field, through reduced costs | 
resulting from lower wage rates, 
This is, 


of course, not the whole 


part of the final solution of the 


the | 


problem of increasing investment in 
capital goods. 


bookmakers, aimed primarily at | recall is the political center of a 
cutting into the growing popularity | Nuch-discussed state at present. A 
of “the Tote” or pari-mutuel ma-| local clothing store published the 
chine. The copy is running in a | following advertisement in the 
rather extensive list of newspapers |Mewspapers here: “See the new 
and sporting publications, and con-| Alcatraz stripes, Atlanta bars, 
sists of large space coinciding with | Leavenworth blue, Angola checks 
the opening of important race meets and parish jail natural linen. . . 
and small reminder 
other times. 

The campaign is reported to be 
sponsored by some 50 bookmakers, | Ciates, presumably doing publicity 
including most of the largest, al- | Work for Carlton K. Matson, public 
though the actual figures are sub-| relations director of Libbey-Owens- 
ject to revision, since, as Advertis-| Ford Glass Company, sends us a 
er’s Weekly reports, “there is an|Trelease reporting an astonishing 
unusual desire for anonymity.” | speech by Mr. Matson (presumably 

: doing publicity work for Libbey- 
Some Service |Owens-Ford Glass Company) be- 

We have reported numerous un-| fore the members of the Mirror 
usual methods by which enterpris- | Manufacturers’ Association in New 
ing men and women are attempting | York. 
to fill a special niche in this hard- from little girls to old ladies, is a 
bitten world, and today it is our | part of the mirror market,” said Mr. 
pleasure to advise you of the en-| Matson, according to Mr. Tew. 
ergy with which an unknown Phila- “Not one of them has enough mir- 
delphian is tackling this problem.| rors. Someone has estimated that 
The other day he bought 14 lines in American women spend 14,620,000,- 
the Evening Ledger to ask readers 000 hours before mirrors annually.” 


insertions at| Shirts at one dollar—quantities less 
2 per cent.” .. 


_if they worry about getting up in! . 


ae “he 


-!No. 1508. 


Jim Tew of Carl Byoir & Asso- | 


“Every woman in the land, | 


—— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1526. The Inside Story of the 

Outdoor Man. 

This reader survey, issued by 
Hunting & Fishing-National Sports- 
man, reveals the purchasing power, 
buying habits and general activities 
of the publications’ reader families. 
The study shows an extensive mar- 
ket for all types of general con- 
sumer products, as well as for 
sports equipment. 


No. 1527. Morning Audiences in the 
New York Area. 


Radio Station WOR has _ issued 
this condensation of the recent 
Hooper-Holmes four-station listen- 
ing study of the Metropolitan New 
York area. It indicates sets in use 
| by quarter-hour periods for each 
|day of the week, and how these 
listeners are divided among the sta- 
| tions and programs at each time 
| period. 


| 

| No. 1518. In Michigan, the Thumb 
District Stands Out in Buying 

Power. 


The Port Huron Times Herald has 
issued this study of its market, 
showing the industrial, agricultural 
‘and tourist activities which create 
stability of buying power the year 
\’round. Editorial set-up and circu- 
|lation analysis are included. 


No. 1520. Selling to and Through 
the Movies. 

| This brochure, issued by The 
Modern Theatre section of Box 
Office, outlines a plan based on the 
possibilities of the modern motion 
picture theater for the exhibition 
and actual demonstration of many 
products of the durable goods and 
equipment industries. 


| A Line on the New Or- 


| No. 1511. 
leans Market. 

This new market data booklet, 
|issued by The Times-Picayune and 
|New Orleans States, covers figures 


on natural resources, shipping, 
manufacturing, retail sales and 
|other trade barometers. Maps and 


| tabulations give the details of the 
papers’ coverage of the market. 


| No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 
‘has issued this 24-page booklet 
| which describes the news, editorial 
and feature contents of the paper 
/and its Weekly Magazine Section, 
and sets forth its journalistic stand- 
ards and practices. 


No. 1517. Advertising Agencies 
Have Their Say. 


This brochure, issued by Barron 
G. Collier, Inc., is composed of let- 
'ters from advertising agencies all 
over the country, expressing their 
opinions and telling about results 
obtained from the use of transpor- 
, tation advertising. 


The Story of Phoenix 
Arizona. 

| This compilation of the first 200 
cities as they rank in population, 
|retail and wholesale sales, income 
tax returns, telephones and other 
| market indices has been issued by 
\the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
|Phoenix in each classification ™@’ 
| be seen at a glance. 


|No. 1509. Kentuckiana . 
tentialities. 


This brochure, the second annual 
issue by the Louisville Courié™ 
Journal and Times, is a factual su" 
vey of the Louisville trade at 
containing a breakdown of statis 
cal information to show the ™4 
‘keting potentialities in the Ke™ 
|tuckiana area. 
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*"We are happy our advertising counsel placed almost the ent 
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W. A. GROVE 


HOTPOINT 


Advertising & Sales Promotion Manager 


weight of our advertising pressure in the Chicago Tribune.' 


Sales of Hotpoint refrigerators up 
> ra 


$177,000 worth of orders in two 
days... 


The entire year’s sales quota exceed- 
ed by 67°. in the first six months... 


su H are the results of Hotpoint’s 

drive for refrigerator sales in the 
Chicago territory—with an advertis- 
ing program built around the Chicago 

Tribune. 

‘Early in April, Hotpoint began to 
picture and describe its refrigerators 
‘0 Tribune readers. For three months 
itkept the Hotpoint story before 

icago’s largest constant audience, 
listing the dealers who handled the 

Product. 

And Chicago, accustomed to base 
most of its buying on what is adver- 
‘sed in the Tribune, responded in the 
manner described by dealers, manu- 
‘acturer and distributor elsewhere on 
‘ls page—the same kind of immedi- 
“(€, market-wide response which 
Prompts Chicago department stores 
‘0 place in the Tribune more than 
’% of their total expenditures in all 

'Cag0 newspapers. 

For refrigerators or soup, motor 
““ts or breakfast food, the experience 
” Manufacturers and retailers alike 


makes plain that Tribune readers 
make up their largest and best 
Chicago market. 

Every day of the week, more than 
725,000 families right in metro- 
pemne Chicago are attracted to the 

ribune by its superior coverage of 
the news, its famous comics, features 
and service departments. 

This is a majority of all the families 
in metropolitan Chicago—and prac- 
tically as many families in city and 
suburbs as are reached by any two 
other Chicago newspapers combined. 

In addition, the Tribune reaches 
hundreds of thousands of other fami- 
lies of known responsiveness to ad- 
vertising, living in the five states ad- 
jacent to metropolitan Chicago. 

Because of the Tribune's ability to 
produce for them, Chicago retailers 
pape far more advertising in the 

ribune than they place in any other 
Chicago newspaper. General adver- 
tisers likewise make the Tribune the 
mainstay of their Chicago sales drives. 

No matter what you sell... or to 
whom you sell . . . you reach more 
prospective purchasers in every in- 
come level, in every neighborhood 
and suburb of Chicago, when you 
build your advertising program 
around the Tribune. Rates per 
100,000 circulation are among the 
lowest in America. 


Chicago Tribune 


THE W®HORLD'S 


. AVERAGE NET PAID TOTAL CIRCULATION DURING 


GREATEST NEWSPAPER 


LAR boring Chiu fo SEVERRS | 


— AND HERE’S WHAT THE DEALERS SAY! 


“The Chicago Tribune advertie- 
ing has notably increased our 
sales of all Hotpoint refriger- 
ators and has given us increased 


store trafic.’ 


John W. Soltis! 
Soltis Radio and 
Refrigerator Store 
2617 W. Sist St. 
Chicago 


“The Chicago Tribune has ma- 
terially helped us to increase 
our sales of Hotpoint refriger- 
ators over 200%."" 


Max Novosetsky 
Modern Furniture 
2732 W. 22nd St. 
Chicago 
“Hotpoint advertising in the 
rribune was mainly responsible 
for increasing our sales 100%. 
The already tremendous accep- 


tance for Hotpoint was further 
augmented by this advertising 
in the Tribune.” 


“No argument could be half so 
convincing to us as the prospecta 
which have been brought to our 
store by the Hotpoint advertia- 
ing in the Chicago Tribune.” 


“There is no doubt in my mind 
about the part the Tribune has 
played in the success we have 
enjoyed this year with Hotpoint 
refrigerators." 


“There is no question but that 
the Chicago Tribune advertis- 
ing on Hotpoint refrigerators 
has been instrumental in bring- 
ing a stoge trafic which increased 
my sales 100%."" 


“Chicago Tribune advertising 
on Hotpoint refrigerators has 
pictured the excellence of this 
product to 80 many people that 
it has resulted in many more 
sales in my store” 


“The Chicago Tribune aided 
materially in increasing the 
movement of Hotpoint refrig- 
erators from my store." 


“The sales volume of any prod- 
uct is proportional to the quality 
of the advertising behind it 


With advertising in the Tribune 
behind Hotpoint refrigerators 
our sales have increased ma- 
terlally.” 


"Hotpoint dealers outside Chicago were just as enthusiastic about 


“When so good a product uses 
%0 good a newspaper to adver- 
tise that product, unusually 
good results are inevitable. Sales 
of Hotpoint refrigerators in my 
store bear this out."’ 


“With the Chicago Tribune ad- 
vertising behind the Hotpoint 
refrigerator, our sales have 
grown by leaps and bounds.” 


“Hotpoint refrigerator advertis- 
ing in the Tribune brought im- 
mediate results, producing store 
trafic never before experienced 
which resulted ip sales directly 
traceable to the Tribune.” 


re 


a 
our advertising in the Tribune as were Hotpoint dealers in the city.” | 
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Advertising Man 


Seen as Maker 
of Presidents 


Two of Them Predict 
Dawn of New Day for 
Political Copy 


Chicago, Aug. 3.—The profes- 
sional advertising man can become 
the maker of presidents. Already a 
few agencies have adapted their 
talents to the political arena so suc- 
cessfully that they have revolution- 
ized political “advertising,” as it 
was practiced almost without change 
for many decades. 

This point is made by C. Wendel 
Muench and William Harrison Fett- 
ridge in the current issue of Young 
Republican, enterprising magazine 
which itself provides a sharp con- 
trast with the musty journals once 
holding forth in the field. Mr. 
Muench is head of C. Wendel 
Muench & Co. and Mr. Fettridge is 
with Roche, Williams & Cunnyng- 
ham, both of Chicago. 

Joseph Katz and Jerome B. Gray, 


Rip-roarin’ sales punch 
and power 


FAMILIAR TECHNIQUE IN PUBLIC AFFAIRS 
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The “strip” technique in advertising was used successfully in Pennsylvania's last 
senatorial election by Jerome B. Gray & Co., Philadelphia. 


heads of agencies in Baltimore and _ can be as potent in the political 
Philadelphia, respectively, have al-| realm as in inducing the man on wa 
ready demonstrated that advertising | the street to change his brand of! thumping majority of 36,000 votes! 


~~ IMPROVED e 


lasts © timer longer 


“Quality at a price” 


Dramatization that shouts 


| toothpaste. Katz is credited by the 
two local experts with preparing the 
copy which re-elected Jackson 
mayor of Baltimore. Gray adapted 
the cartoon strip technique to politi- 
cal advertising with fine results. 
Hence the Chicago advertising men 
who wrote the magazine article pre- 
dict that more and more profes- 
sional agencies are going to be 
called into the picture when impor- 
tant political wars are brewing. 


Cause Held Hopeless 


Here is their version of the Balti- 
more saga: 

“A year ago no politician worth 
his salt would have given ten cents 
for Howard W. Jackson’s chances 
to be re-elected mayor of Baltimore. 
Only a few months before, he had 
run for the governorship of Mary- 
land and had been decisively de- 
feated. Actually his defeat was the 
more ignominious because he had 
lost practically every ward in his na- 
tive Baltimore. With such a stinging 
rebuke, it is easy to understand why 
the political sages shook their heads 
sadly and solemnly prepared Jack- 
son’s political funeral pyre. By all 
the tried and true rules of politics, 
Jackson was through. 

“Yet today, Howard W. Jackson 
is still mayor of Baltimore. What 
is more, he was re-elected by a 


“How come? Look behind the 
scenes and there in the woodpile 
you'll find .. . an advertising man! 
Search a bit farther and you'll dis- 
cover that Jackson’s election is 
proof positive of the prodigious part 
advertising can play in electing a 
political candidate. For advertising 
—good, sound advertising compar- 
able to that used to sell Studebak- 
ers, Sealyhams, and stewed prunes 
to the great American public— 
elected Jackson mayor. Jackson 
will tell you so himself. 

“Space prohibits more than a 
tabloid version of Jackson’s adver- 
tising campaign and how the adver- 
tising man in that woodpile, one 
Joseph Katz of the Joseph Katz Ad- 
vertising Company, devised and de- 
veloped it. Briefly, however, here 
are the highlights: first, Katz wrote 
a full-page advertisement under Mr. 
Jackson’s signature asking people 
whether they wanted him to con- 
tinue as mayor. The copy stated 
the facts simply: that he was will- 
ing to step aside if it was the indi- 
cated wish of the people. He invited 
the good citizens of Baltimore to 
write, telephone, wire, or visit him 
on the following day at the City 
Hall and give him their views. 


The People Respond 


“Forty thousand people answered 
that advertisement! 40,000! It was 


ioe, tee 


Pulse-quickening charm 
and eye appeal. 


Examptes of the creative ingenuity 
available to you at FORBES—Teamed with 
craftsmanship and knowledge of mar- 
kets and buying habits—to provide just 


the right approach at just the right time. 


LITHOGRAPH CO. 


THE SHOP 
BY THE SEA 


CHICAGO CLEVELAND 


ROCHESTER 


Pp 0. BOX 513 * BOSTON 


DETROIT 


the biggest news of Baltimore’s day 

'and, as a consequence, the Balti- 
| more Sun gave it streamer headline 
| attention. Overnight Jackson took 
the offensive—and the lead. His 
| opponents were confounded. The 
people had responded to his unique 
advertising appeal. 

“Katz then prepared electrical 
transcriptions for the radio drama- 
tizing accomplishments of Jackson 
and his administration. His news- 
paper advertisements were based on 
sound advertizing appeals. They 
were clever, convincing, out of the 
ordinary. They made _ interesting 
reading. No mud slinging. No cry- 
ing the blues. Just straight, honest 
advertising. 

“So Jackson was elected despite 
having the powerful state machine 
|pitted against him. And Katz 
| learned that selling a mayor to a 
city was little different than selling 
| mayonnaise to the country. Getting 
people to put an X on the ballot 
| proved actually a whole lot easier 

than getting them to put a dime on 
| the counter.” 


‘U.S. Alcohol 
| Goes to Hazard 


U. S. Industrial Alcohol Company 
| has appointed Hazard Advertising 
| Corporation, New York, agency for 
_ its industrial advertising and that of 
/its subsidiary, U. S. Industrial 
Chemicals, Inc., New York. 
_The change follows the resigna- 
, tion of Leslie S. Gillette as adver- 
| tising and sales promotion manager 
|to join Hazard as executive vice- 
president. 


‘New Label for | 
Abbott's Bitters 


| In rewording its label to conform 
to the new food and drug law, Rap- 
ken & Co., San Francisco, manufac- 
turer of Abbott’s Bitters, seized the 
opportunity to modernize the label. 
While the general appearance of 
the labels remains the same, a more 
modern type face has been pressed 
into service. 


socially, commercially, politically, i 
the Bellevue. Here vital things hop- 
pen, outstanding events ore held— 
and important people stay. Reoso™ 
able rates. 


Be sure to include Historic 
Philadelphia in Your Itinerary 


Air-Conditioned Restaurants 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
Claude H. Bennett, General Manater 
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the holiday season in Wisconsin|N, ¥Y, Network Formed Holmes Issues 
Drug Law Poses  $500.000 War Chest sewer, trm and dary sper | "region networic of New York| OH Sound Slide 


Product Liability 
Insurance Problem 


New York, Aug. 2.—Another po- 
tential source of irritation for na- 
tional advertisers, arising out of the 
complicated nature of the Federal 
Food, Drug & Cosmetic Act, is to 
be found in the effect of the law 
on product liability insurance, ac- 
cording to Hugo Mock, counsel for 
the Toilet Goods Association. 

This situation, which many orga- 
nizations overlooked in their haste 
to adjust labels in conformity with 
the law, Mr. Mock told ADVERTISING 
AcE, is now worrying manufacturers 
who feel that inadvertent failure to 
comply with the statute may render 
present product liability policies 
void. While discounting the serious- 
ness of the insurance phase of the 
law at the moment, Mr. Mock said 
that when it has been in operation 
for a year or so it may become a 
matter of genuine concern for drug 
and cosmetic firms. 


Suggests Remedy 


As an indication of how insurance 
companies can make their policies 
hinge upon the law, Mr. Mock cited 
the following provision of a policy 
issued by the Globe Indemnity 
Company: 

“The provisions of this endorse- 
ment shall not apply to, nor cover 
in respect of, any article or product 
containing any substance in viola- 
tion of any federal, state or mu- 
nicipal law nor to bodily injury or 
death suffered at any time resulting 
from the demonstration, consump- 
tion or use of any article or product 
on premises occupied or used by 
the insured or by any employee of 
the insured for the demonstration, 
sale, manufacture, handling or dis- 
tribution of any article or product 
to which this insurance applies.” 

This provision means, Mr. Mock 
explained, that if a manufacturer 
puts a caustic alkali into his prod- 
uct in amounts prohibited by state 
or federal law, then this clause 
would tend to void the policy. How- 
ever, he said, if a cream contains a 
substance such as ammoniated mer- 
cury, which will cause injury if 
ised in excess, the provision would 
not apply because the substance it- 
self is not banned, only the amount 
being restricted. 

Mr. Mock said he did not know 
of any other policies which bore 
provisions similar to the one cited, 
out expressed the belief that more 
vould appear. He indicated that 
the care with which insurance com- 
panies investigate drug manufac- 
‘urers would tend to lessen the oc- 


currence of situations which might 
oid policies. 


H. Mallinson Promoted __ 


Hiram Mallinson has been pro- 
moted from the classified sales to 
the local advertising staff of the 
Yew York Herald Tribune. 
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Omaha—A Great 
Wholesale Market 


a 
"€Cause 


an of mumerous rich trade areas 
ic } 


lack any other close metropolitan 

“enter, and because of excellent transpor- 

‘ston facilities, Omaha does a wholesale 

ee comparable to cities in the 500,- 

“% to 1,000,000 group. In round num- 

sy ae 360 millions annually! To Om-he 
wrestern lowa and Nebraska retailers | 
* tor their major source of supoly. 


Re , 
har, his group through the newspaper 
as 


07 better than 70%, coverage in | 
Neb.” the largest incorporated cities in | 
faska and Southwestern lowa— 
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World-Herald 


Neheng! Representotives: O'Mare & Ormsbee. toc 


Is Sought by 


Wisconsin Dairies 


Madison, Wis., Aug. 3.—A _ pro- 
posal to raise $500,000 for advertis- 
ing Wisconsin dairy products has 
received the sanction of the State 
Department of Agriculture, which 
indicated that it will cooperate with 
the Wisconsin Dairy Industries As- 
sociation in formulating assessment 
methods. Of the total, $100,000 
would be spent in Wisconsin and 
$400,000 in national magazines, ra- 
dio, posters and other media. 

The intrastate program is already 
well advanced. It will run during 


‘mand for Wisconsin cheese for 
| Christmas gifts. 


Will Stress Cooking Angle 


The national campaign is designed 
to increase butter consumption and 
give a tremendous stimulus to the 
cause of good cookery by empha- 
sizing that butter is the perfect fat 
for frying. The advisability of 
establishing new cooking schools 
will also be considered. 

Milk will also come in for atten- 
tion if present plans materialize. 
Efforts will be made to induce res- 
taurants and hotels to give milk 
preferred position on their menus. 


State radio stations, to be known as 
New York Broadcasting System, 
Inc., has been formed, with opera- 
tion set to begin Sept. 5, 1939. E. M. 
Stoer, of Hearst Radio, Inc., New 
York, will head the network, with 
Carl Calman, general manager of 
Station WINS, New York, as vice- 
president and general manager. 
Nine stations have signed network 
contracts. International Radio 
Sales, New York, has been ap- 
pointed national representative. 


Hogg with KOY 


John Hogg will join the sales staff 
of Station KOY, Phoenix, Ariz., on 
Aug. 15. He comes from the furni- 
ture field. 
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You cant play . . 


Introducing a new idea in distri- 
bution of business films, Burton 
Holmes Films, Inc., Chicago, has 
completed a sound slide film on 
“Balanced Selling,” for the oil field. 

Since the film emphasizes gocd 
management of service stations, 
with brand names omitted, the com- 
pany hopes to secure wide distribu- 
tion. 


Joins Erwin, Wasey 

Marie C. Sullivan, formerly with 
the women’s division of North 
American Aviation, Inc., and East- 
ern Air Lines, New York, has joined 
Erwin, Wasey & Co., New York, as 
a member of the promotion and 
public relations department. 


“PIN THE TAIL TO THE DONKEY” 
In New England 
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18 STATIONS 


WNAC _ Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


Bridgeport 


New Haven 


WICC 


WNLC New London 
WCSH Portland 
WLBZ _ Bangor 
WFEA = Manchester 


EDWARD PETRY & CO., 


National Sales 


WSAR _ Fall River 
WNBH New Bedford 
WHAI = Greenfield 
WBRK Pittsfield 
WLLH Lowell 
Lawrence 
WLNH _ Laconia 
WRDO Augusta 
Lewiston 
weou Auburn 
WSYB_ Rutland 


INC. 


Representative 


VERY station has a limited sphere of influence regardless 


of power. Obviously you cannot depend upon blind power 


to reach a worthwhile audience in eighteen separate and 


distinct markets. 


Buyers with their eyes wide open aim directly at each 


market through a local station which has a large, regular 


audience for its network features. 


The Yankee Network gives you this direct access to 


New England's best markets. 


It reaches eighteen spots where population density and 
consumption of goods assure maximum results in retail turnover. 
It offers you the most intensive means available in New 
England to coordinate distribution and advertising effort and 


thus avoid the costly disappointment of blind groping. 
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Says Copy Should 
Create Confidence 
While It Sells 


Business Too Timid, Til- 
ton Charges at Brew- 
ers’ Meet 


‘fluence. In every group of retail- 
ers there are some who base their 
views on personal reasons rather 
‘than the desirability of moving the 
| merchandise off the shelves.” 


Wide Distribution Vital 


Advertising cannot always in- 
crease the sales per retail outlet, 
| but it often increases sales by mul- 
| tiplying the number of outlets, Mr. 
Tilton said. Applying this lesson to 
the beer field, he said one of its 
problems is to keep the cost of li- 
censes low enough to attract more 


| 
| 
| 


} 


| 


ee 


Av 

— = 
their usual quotas. He said that A&P in Big 'KSTP to Operate M 
one of the oldest hat manufacturers N 
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in the country found business Cotton Bag Buy on 50,000 Watts 


5 . Paul, will s 
booming as soon as it went off the| The Great Atlantic & Pacific Tea | I gc STP 000 watts Fridat 
ve wd franchise basis /Company has placed an order for Sept 1 iL. has had 25,000 wor B 
~~ a or h a re | 2,500,000 cotton bags, the Cotton | 4 v. the day and 10,000 at night 
Mr. Tien concedes wee 8 i | Textile Institute, New York, hailing | uring y ; 


; - ‘ 
turn to his original premise—that the purchase as a patriotic step Say, y ee eee q 
the job of every advertiser in the | worthy of emulation by others. be rr a eine at - shi 
United States is to make his copy The Institute said that ALE mae ped ‘an northeast of Minneapolis peas 
move merchandise and at the same | decided to use cotton instead of im- Tiree 840-foot towers will be son 
time restore the confidence needed | ported jute for bags for all flour saennd: be 
to bring a return of prosperity. used in its bakeries. ae co 
——— *,* e 

yey , ‘Gets British Account - 
Goldman for Schreter CKLN Ready for Air | British Relay Wireless, Ltd., com. = 


communications 


: facturer The Nelson Daily News, sea | oer concern, six 
retailers. Of 442,000 grocers in the PR Ranson A Pireny A eee its | B. C., has completed construction of | and Bush House, office building, on 
St. Louis, Aug. 3.—Most of the | United States, only 54,000 sell beer, | avertising account with I. A. Gold- Station CaLH at a cont of 928,000. | both of London, have, apooint ed S 
ven ar y business ,|he said. Increasing this number) man & Co., Baltimore. Magazines,|All-Canada Radio Faciities, + {I % homp- 10 
ae oan PA Gore 9 Til- would be pure gain, he contended,| trade papers and direct mail will will represent the station in the na- a to handle their ac- 
ton, advertising manager, Anheus-| since present outlets would sell! be used. . 


tional field. 

er-Busch, Inc., told the Oklahoma | az - ee 
Malt Beverage Association at Tulsa 
recently, in urging it to direct all 
of its efforts to sound, hard-hitting 
salesmanship in order to banish the | 
“uncertainty” which is holding back | 
business today and nourishing a 
spirit of defeatism which threatens | 
the vigorous optimism which has 
been the trademark of the Amer- 
ican individual in the past. 

Mr. Tilton recalled the stock mar- 
ket panic of 1914, which forced au- 
thorities to close the New York ex- 
change. When it was reopened 90 
days later, stocks were selling 
higher than before hostilities in 
Europe. 

The death of the mail order 
houses was predicted in 1920 when 
hard roads began to thread the en- 
tire country. While the mail order | 
houses did open retail stores to take | 
advantage of new opportunities, 
their mail order business is still 
very much alive. Coca-Cola was 
going to be crushed by repeal, but 
it is still marching on to larger vol- 
ume and profits. 


Task Is to Make Customers 


Mr. Tilton said that salesmanship 
consists of making cutomers rather 
than sales. Customers continue 
buying day after day. The brew- 
er’s task, he insisted, is to educate 
a wholesalers and dealers. Some of 
ra the former, he said, ask their prin- 
cipals to place their advertising in 
the second paper in each town be- 
cause the editor is a friend. 

“Such a wholesaler,” he said, “is 
more interested in keeping that edi- 
tor’s friendship than in getting his 
advertising before the many more 
readers of the town’s No. 1 paper. | 
He thinks he is making sales if he | 
a puts his products on the retailer’s | 
2 shelf or on tap. If it doesn’t sell | 

fast enough, he adds another brand 

or drops the old one and starts all | 
~ over with another brewer. More 
often than not, he winds up as a 
Es distributor of several brands and is 
=i outsold two or three to one by a 
hae competitor who handles only one. 
ee “A few years ago I got a tele- 
gram from one of our distributors 
7 demanding that I withdraw my ad- 
“4 vertising from his best home town 
paper. He didn’t say why, but I 
learned later that his wife had 
given a party and the paper didn’t 
write it up. Then there was the, 
fellow who demanded that I switch 
my campaign and give it all to the 
poorest paper. He was running for 
some minor political office and the 
paper I was using refused to give 
him a lot of free publicity.” 


- Visualizes Common Problems 


The troubles of the beer field are 
by no means peculiar to it but are 
shared in large part by all busi- 
nesses. Mr. Tilton told the story of 
a motion picture executive who 
came to St. Louis to learn why so 
many theaters refused to use his 
_ company’s better pictures. Many 
: of these exhibitors were so sure 
that good pictures would not draw 
the crowds that they offered pre- 
miums of all descriptions. The pro- 
ducer analyzed the territory on 
which each theater was dependent 
and found without exception that 


the public felt that any picture 
which needed a premium to draw 
a crowd could not be worth look- 


ing at. 

“Motion picture producers cannot 
afford to permit their exhibitors to 
dictate the kind of pictures they | 
shall make,” said Mr. Tilton, “and 
I suspect that every manufacturer 
has to guard against the same in- | 


nei. 
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Men Lead in 


| brackets in the ratio in which each 
| such bracket exists in the city. 


Ivins Gets Horlick 


‘Ring Maker Woos | TELLS PERSONAL STORY 


Naming Brands in 


Beer Purchases 


New York, Aug. 3.—The leader- 
ship of the housewife as the speci- | 
fier of brands of products has been | 
somewhat impaired in the case of 
peer, according to a survey just 
completed by the market research 
department of the New York Times. 


Beer, the survey shows, is served 
in 54 per cent of the high-income 
homes, 46 per cent of the medium- 
income and 42 per cent of the low- 
income homes. Men select the 
brand in 58 per cent of the high- 
income, 56 per cent of the medium- 


|income and 60 per cent of the low- 


income homes. Women select the 
brand in 27 per cent of the high- 


income, 25 per cent of the medium-| , 


Advertising Post 


Appointment of D. A. Ivins as 
advertising manager has been an- 
nounced by H. A. Horlick, president, 
Horlick’s Malted Milk Corporation, 
Racine, Wis. Mr. Ivins has been in 
the advertising department for 
many years. 

E. P. Kastler, who has been ad- 
vertising manager, will remain with 
the company in another capacity. 


Foreign Markets 


Traub Mfg. Co., Ltd., Walker- 
ville, Ont., has released a foreign 
campaign for Orange Blossom en- 
gagement and wedding rings 
through Walsh Advertising Com- 
pany, Windsor, Ont. 

Four English and two French 
publications will be used. 


“Duluth Herald” 


"Waterman's is the 


QUALITY PEN 


LET ME 
PROVE /T{" 


to Ridder-Johns 


The Duluth Herald and News 
Tribune have appointed Ridder- 
Johns, Inc., as national advertising 
representatives. 


+.) tid 
income, and 20 per cent of the low- Newsweek Adda Smyth . 
income homes. |; James Smyth, formerly head o 
No brand preferences were ex-| iS own agency in Boston, has 


pressed in 15 per cent of the high- | joined the promotion department 


The male of the household names 
the brand of beer to be served in 
six out of every ten New York City 
homes. 


AS Stile Wim 
_ & 


Pree 


|of Newsweek, New York. Mr. 


The survey was made among 
1,000 typical New York families, 
apportioned among various income 


: x 


income, 19 per cent of the medium- 
income and 20 per cent of the low- 
income homes. 


a 


Smyth’s position is a new one, in- 
volving the preparation of direct 
sales promotion material. 


Joseph H. Jordan is publisher of 
the Herald, evening, and News 
Tribune, morning and Sunday. 


This year, as last year, and the year before, and every year since 


1934, more of the country’s largest advertisers choose CBS than any 


other network! 


There are good reasons for this continued lead. CBS power is where 


the people are. CBS is, for example, the only network with a 50,000 


watt station in each of the five American cities of over 1,000,000 


population. In these five cities live over 22,500,000 people. And in 


the primary areas of the five CBS stations live 43,000,000 people! 


Four new CBS 50,000 watt stations in the South will bring the 


total of maximum-powered CBS stations to 15—in the great markets 


of America. In the rest of the country, CBS delivers more “exclusive” 


major markets, covered intensively from within, than any other net- 


work. CBS takes the advertiser's message to America... fast! And at 


lowest cost per advertiser's dollar! 


ae 


iy ee 


ot 


. an 
pia 


Columbia Broadcasting System | 


Elisha Waterman, of the famous foun- 
tain pen family, appears in person in 
current national magazine copy. 


Wee 
Enlists Support of 


Advertisers, Media 


New York, Aug. 2.—The second 
annual Nationally Advertised 
Brands Week, jointly sponsored by 
Drug Topics and the National Asso- 
ciation of Retail Druggists, was re- 
ported this week to have enlisted 
the support of 194 newspapers, four 
radio networks, 31 individual sta- 
tions and two national magazine 
publishers. 

Manufacturers of about 100 drug 
products will participate in the 
event, which is scheduled for Sept. 
15 to 25. Last year 41,500 individual 
and chain drug stores were esti- 
mated to have displayed the mate- 
rial of national advertisers. During 
the period of the first drive drug 
store sales were said to have in- 
creased an average of 14.7 per cent. 

A feature of the promotion is a 
kit supplied to about 60,000 drug- 
gists, consisting of banners an- 
nouncing the event and pennants 
and diamonds giving the name of 
products of participating manufac- 
turers. In some instances prices 
are marked on the diamonds; in 
others the druggist is supplied with 
a stencil to do the marking himself. 


Leroux Plans Campaign 


Leroux & Co., Philadelphia, will 
use magazines, newspapers and 
business papers in the largest fall 
and winter campaign ever placed 
for its liqueurs. Included on the 
magazine list will be Esquire, The 
New Yorker, Time and Vogue. 
Newspapers will carry pre-holiday 
promotion. Copy will be built 
around the theme, “Learn the in- 
expensive luxury of Leroux.” J. M. 
Korn & Co., Philadelphia, is the 
agency. 


Rejoins “Holland's” 

W. F. Holcombe, who was asso- 
ciated with Holland’s Magazine 
from 1928 to 1933, will rejoin the 
Eastern advertising staff of the 
magazine in New York. From 1933 
until the present, Mr. Holcombe 
was branch manager of the Edi- 
phone Company, Fort Worth, Tex. 


To Accept Advertising 


Photo Technique, issued by Mc- 
Graw-Hill Publishing Company, 
New York, will accept advertising 
beginning with the September is- 
sue, the fourth since the magazine 
was inaugurated this year. 
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have shown a definite increase in INSTITUTIONAL JOB 

all major markets were Bacardi ad- Cl 

e vertising and merchandising has ¥ 

© M 
Voice of the Advertiser [f° aed Ds 

‘s forum. Letters are welcome. Advertising Manager, Schenley Labeda he 
This department is a reader’s f Import Corporation, New York. ap 

Not Entirely New CLAIMS "FIRST" FOR NEW TYPE TRACTOR P REX. Me 

To the Editor: In view of all the gency Practices — & 1 

ballyhoo lately about new tractor 4) What It Preaches : a Kg _ 

: fn. 2 2 f/f: oun 4 } 
ee Hype tony he Hert the Md 3 G To the Editor: We in the adver- ( 
mers advertisement which is ap- __. WITH THE RUBBER-TIRED TRACTOR tising agency business have oft been 

j j im- Sipps 1 accused of gagging over our own P 
ee ee : ve on medicine. They say we hesitate to 
i . This is aC - ‘ ne. 
 aeat Seago A guagaay a Bi wal. the darn thang Ev advertise in the public press — ™ 
Adaptations of this copy will be , oer we say in private about Eon a | on 
used for dealer wallhangers and am ae : advertising. True—because the ex | <oot 
: : F ; wok os act part advertising plays in a | das 
direct mail pieces, as well as in . orca ware 8 - any © pa 
various other tie-up activities. ss eee client’s successful operation is often | Ss 
Bert S. GIrTins ooh patrelr tn : difficult to define accurately. = 
Milwaukee \ pean -~ But when a clear-cut case of ad- ; 
vv : ee a eee vertising effectiveness arises we can| Snow, Bates & Orme ee an cnpate. “re 
j asli nz 2 Rent : oe.) scarcely restrain a pardonable de-| nity to tell a spectacular story in behalf : . 
Dentists Dislike It 3 TS esa sk eves sire to tell the world about it— of all advertising. in tt 
To the Editor: gg en — particularly when the client permits coat 
advertisement of the ationa . oot the works for adver- t 
Shawmut Bank, featuring “Pay-| | S'w mum es Asaranc fo - fit ie | I AED ol ern until his brain cells were dead- J Mr. 
Your-Doctor-Week,” which you re- in vege Such was the case—and such we age shot ad a ood 
produced in your last issue— did—when the returns were in for sold. him py saial’ @aek chase a . 
My opinion has not been asked, In this copy in farm implement papers, Allis-Chalmers points out that it sponsored the first year of this agency’s serv- iad in aaiien te tomy anne saan . : z 
but you may like to know that the the first airtired tractor in 1932. ice for client, Hampden Brewing sii eke oe - Ga ‘cae } A 
sent bg poray Boren Bogen to ~ Company. Proof of the paneer d ‘ Chicago man who Proll his i with 
eve e = ‘ ‘ : . ; v 
on - he insinuation | Student Activities There’s a Difference Worth Know- ape smeneega ane is sum <- |drunken father attacking his mother that 
dental profession. The insinuation uaen ing.” Copy in support of this head-| in evidence. It was published in ont dash tien Gand pee 
is that they are not ong pe at Kansas State line stresses differences which re- | newspapers of leading cities in west- |" 7, ‘Gur little a, = eaiee alien nn com 
—. — a eee S To the Editor: I was very much|veal the top quality of Bacardi. | ern New England. ——?— :. 
edici The more preferable o me y P , ;, baby is just a few weeks old and grou 
go i te at = it “phy- | interested in your articles on pages|When the advertisements were We thought you might like to| 4i1 nursing, came home the other sag 
re af course, is se eeoasm sane. | 20 and 21 of the July 31 Apvertis- ready and about to be released, the| read this advertisement. Chalk it : dayligh drunk th - 
sicians and dentists” or “your doc- = ; y te book as one | Morning at daylight so drun at BP such 
tor—the physician or dentist.” tnc AGE with reference to the | question of merchandising the cam-|up in your memory S One| he and her husband had difficulty wore 
P oor F McCaaruy studies from Kansas State College. |paign arose. We felt that the usual more bit of evidence that agencies | ,, getting into their home. Over in MI: 
— a irester Medical- All of these studies were sub- | facts and figures in comprehensive | take their own medicine, sometimes an Indiana city the other day I after 
Tentel Service Bureau. mitted to Senator Arthur Capper | presentation form would be re-|-—when circumstances let them d0| found the whole town aroused over tah 
pes » St. and WIBW for a prize donated by | ceived with ordinary enthusiasm. so fairly. We are right happy, and the death of two business men, both es 
. be. oe us for the outstanding research done | Admittedly, something different) a little proud, to be able to publish | o¢ whom left families. Their death | odie 
G Minds during the school year. seemed to be needed to create en-| this boost for advertising. resulted from a bet made in a tav- |) jy y, 
reat a a I really feel that Senator Capper | thusiasm among salesmen. There- GALEN SNow, ern of the city as to the relative [uc 
To the Editor: Further proof of| and WIBW are entitled to credit|fore a quiz game called “There’s President, Snow, Bates & Orme, speed of cars. A dice girl of the y the 
the fact that many advertising| inasmuch as these studies were as-|@ Difference Worth Knowing” was|  Inc., Springfield, Mass. tavern held the stakes. One of the J) ¢ajo: 
men’s minds often run in the same | signed to the students by us. devised. The game itself consists vvy men in the bet crashed at a speed |) voct; 
channels may be found in the Au- BEN Lupy, of a series of general questions*per- of 95 miles per hour and was killed, recal 
gust issue of Fortune, where the ad| Manager, WIBW, Topeka, Kan. | taining to the wine and spirits in-| Add: Demon Rum and both men with him were hurt, |) ¢oun 
of the National Shawmut Bank on dustry. Being in a quiz form, it} [To the Editor: I have read with|one dying soon after. The other is the « 
page 19 is headed originally enough, : i takes advantage of the current|jnterest the letter you published | still very low. wane 
“Gold is where you find it,” and| Creative Work question and answer fad. Fortu-|from Mr. Fosston regarding the| So the toll of drink is heavy and be t! 
the George S. May Company ad on| ‘To the Editor: The recent crack |P@tely, therefore, our slogan was | tendency to glorify the art of drink-|one wonders when the newspapers 
the inside back cover is headed| py my old friend, Milton Blair, re- | °®5!/¥ adaptable. ; _ jing. It is all too true and it is tak-| will quit trying to glorify drinking 
“Gold is where you find it.” Each pe an agency’s employment of} rhe ape 8 ee at a this | ing its toll. I picked up this morn-|as a fine art. , tt 
¢ ras t od out by a different |. ca” iis aides ,. | 4ulz was attempted was held at On€|ing’s paper and saw that a young H. R. SHANLEY, but 
a incidentally me pee wes = me oe a of the largest wholesale food and policeman, after imbibing in a tav- LaGrange, III. prod 
” ih siuiianiids search work’ reminds me Of what) spirits firms in New England. At ~e 
You're quite welcome for my hav-| pefe}] t ny’s new ¢ — — that 
ing brought this to your attention.| ales manager a> me ca are | He meeting, salesmen were told | ” . aR CRIN me 
STANt EY WHITEWAY sales — “ wenares She years | that they were going to be asked asi 
Advertisi var ge = enh ago back in St. Jose ph, i , to participate in a question and : 
é vertising Manager, Proctor & He took liberties with the size answer game The questions were set | 
. rart- . > ile . F . - s > c . . . - ing 
Schwartz, Inc., Philadelphia. and layout of a grocery higeeoran put to them in the form of an af- | as 
= = printed for . small town dealer, | §rmative statement, which included | ny 
Fractional Pages with the result that the dealer a wrong and a right answer. oo : 
in Color Click emitted a loud squawk over the in- 1. Scotch whiskey is made from S | IN S HT | ~ “ 
creased cost. He got a salving let- corn or barley? (Barley, of course, rain 
To the Editor: Some of your|ter back from the new sales man- | ;. correct.) guar 
readers may be interested in the ager who signed himself, “Director, 2. Brandy loses alcohol with age TI 
two-color, eighth - page summer|Creative Department. Thereupon or gains alcohol with age? (Loses ~~ Zi —n 
schedule our client, Landon P.|the merchant wrote the printing alcohol is correct.) ee a tw 
Smith, Inc., Irvington, N. J., is run- — president about as fol- 3. White wines should be served — —- re 
ning in a list of business papers in | lows: at room temperature or chilled? °2s2° c 
this country and Canada. We be- “I have an ‘explanation’ from the | (Chilled is right.) usag 
lieve this is the first time such a} head of your Creative Department 4. Rum from Puerto Rico is con- that 
schedule of fractional pages in color | of why my latest broadside has cost | sidered imported or domestic? (Do- A SWELL 00d) 
has been run. The basic shape of|me more. I suggest that you put/|mestic is correct.) ess 
the advertisements, 1% by 7 inches, | him to work creating the difference,| 5. Fortified wine is due to aging JOB shir 
is in itself unusual. because I do not intend to pay it.” ‘or the adding of brandy? (Adding if ¢ 
It all started when we received a WILLIAM SHAW, of brandy is correct.) B 
letter from the client in which he Chicago. Each question was preceded by Dear Sunset:—Our family has been enjoying your shir 
said: “I’m sick of the average eighth . os \-. a Fg any tem magazine for five years and wouldn't be without a8 
ae tak son 4a de i a agen P — Merchan ated was smatentiy trengh ts hale a it. If I remember correctly, I first began reading 1924 
stand out from the rest.” for Man in the Field ' tention in a painless manner. The | Sunset in 1910 which is quite awhile ago in Cali- try’ 
As we had nothing to say and as| To the Editor: We, whose job it|quiz was received with enthusiasm fornia. ve 
all merchandising pressure was|is to make advertising work, realize | and interest. lav’ 
aimed at the early fall (covers, and|the importance of the support of Having now established in the || . ie es _— 
pages) schedule, we were presented | the man in the field, particularly | salesmen’s minds the five words of | [ think you are doing a swell job for the West and itic 
with a problem. the wholesaler’s salesman, yet often|our slogan, they were then given | want to take this opportunity of telling you so. TO 
The two-color advertisements|We neglect his opinion entirely.|a Bacardi brochure which revealed 


showing the constant gain in Red 
Devil sales were created for the 
list. The extra color for the eighth 
pages cost as much, in each case, 
would a page advertisement. 
Even the unusual shape could not 
accurately reflect the sharp gains 
shown on our client’s actual sales 
graph in 1937-8-9, so the advertise- 
ment is conservative in its message. 
L. A. STOCKMAN, 
Vice-President, Lee - Stockman, 
Inc., New York. 


as 


Often, in dealing with the retailer 
he will either praise the advertising 
of the product he sells or denounce 
it as failing to meet certain sales 
problems. 

To help this important figure re- 
member advertising when he talks 
with his customers, here is how 
Schenley recently tackled the as- 
signment in connection with our 


new Bacardi rum campaign. 
The theme of this extensive drive 
is based on the catch headline: 


,| Sample advertisements, dates of in- 


|sertions and circulation figures and 
| data. It was simple, therefore, to 
go through this brochure after 
barrier of boredom and the attitude 
|of “it’s-just-the-same-old-stuff” had 
been broken by the quiz game 

Its efficacy has been proved by 
its success among those conserva- 
tive New Englanders, and this novel 
presentation is being used at whole- 
salers’ meetings in New 


and elsewhere. The sales of Bacardi 
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"DEALERS SALES OF RED DEVILS ARE 

GOING UP, UP, UP-- for 74 yeors running 
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ADVERTISING AGE 


Cluett, Peabody — 
Pays Tribute to 
Market Research © 


New Scouting Force Is 
Created After Debacle 
of 1920's 


New York, Aug. 3.—Advertising 
can be effective only when it is 
based on certainty that it is in har- 
mony with public thinking on the 
subject. 

This is the philosophy of C. R. 
Palmer, president of Cluett, Pea- 
pody & Co., New York, as expressed 
in the current issue of “Executives 
Service Bulletin,” published by Me- 
tropolitan Life Insurance Company. 
Mr. Palmer relates the story of the 

} fall and rise of the company he 
heads, drawing the moral that ade- 
quate research might have helped 

I it to swim with the tide rather than 

} against it. Mr. Palmer can speak 

' without bitterness, for he revealed 
that gross sales of his company are 

' now about the same as when it spe- 
) cialized in stiff collars, and that the 
groundwork of even larger volume 
has been created through entry into 
such fields as handkerchiefs, under- 
wear and sportswear. 

Mr. Palmer recorded that shortly 
after the world war, an irresistible 
fashion trend toward shirts with 
soft collars swept the country, the 
} collar business diminishing annually | 
) in volume. 

“Cluett, Peabody & Co. turned on | 
the big guns of advertising and | 
sales promotion in a futile effort to | 
‘restore the lost collar market,” he | 
recalls. “No effective catalyst was | 
found and a complete reversal in| 
the company’s procedure and in di- | 
versification of products proved to, 
be the only solution.” 


Blazing New Trial 


| This decision was reached in 1929, 
' but much experimentation had been | 
conducted in the preceding years so | 
that when the company decided to | 
make the best-fitting shirts men had | 
ever worn, the stage was already | 
set for promotion of the Sanforiz- | 
ing process, named for Sanford L. | 
Cluett, its inventor. Many shrink- | 
ige processes were in use by cloth | 
converters, but, according to Mr. | 
Palmer, none could be controlled to | 
guarantee uniform shrinkage. 
Though Sanforizing was a revolu- 
tionary idea, the concept behind 
t The process deter- 


= ili 
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t was simple. 
mines how much any given piece of 
cloth will shrink during its entire 
usage—and then preshrinks it to 
that size by machine. Cluett, Pea- 
oody & Co. not only used this proc- 
ess to treat the cloth for Arrow 
shirts, but also licensed converters 
if cotton cloth. 
Blazoning the guarantee, “A new 
‘uirt free if one ever shrinks,” the 
oOmpany launched its most aggres- 
‘Wve advertising campaign late in 
‘929, when the pages of the coun- 
‘ty’s publications were compara- 
‘Wwely free from any commercial 
‘avOr as the growing depression did 
‘Ss work. It was to lack of compe- 
‘tion well as the good new 
toduct that Mr. Palmer ascribes 
the company’s new success. 
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NBC BASIC RED 
YANKEE ORK 
EDWARD PETRY G CO., Inc. 
National Representative 


This lesson has been well digested 
by the organization, which now in- 
sists on appearance of a national 
advertisement every 3% days. 
Under the new order, Cluett, 


Peabody & Co. created a merchan- 


dising department responsible for 
maintaining contact with style cen- 
ters, so that it knows of budding 
changes almost as soon as they are 
registered. Sales and advertising 
offices were moved from Troy to 
New York, and their functions 
sharply outlined, so that there could 
be neither overlapping nor division 
of responsibility. 


Changes in Policies 


“As distribution grew,” Mr. 
Palmer related, “we abandoned ad- 
vertising allowances, trade dis- 


counts and special concessions to 
retailers. This move was shocking 
to some dealers, who because of 
their prominence had been accus- 
tomed for years to receive special 
discounts from men’s wear manu- 
facturers.” 

Even more startling to the trade 
was the revision of distribution 
policies which placed the Arrow 
shirt franchise with selected outlets 
in each city. It was essential to 
take this step, Mr. Palmer said, be- 
cause efficient shirt distribution re- 
quires larger stocks, more display 
space, greater credit and more pro- 
motion than the collar business. 

“This move,” he commented, 
“took our product out of the drug- 
store type of outlets and made it a 
desirable franchise to volume-pro- 


Pedy 3) Shee!) PERT 77 Pa cate te Re 
TE aa RO TSG Ped 


“J DVKD 


THE NATIONAL SAFETY COUNCIL divided 
its 1938 Award between Cleveland and 
Milwaukee—the two safest big cities. 


THE STARTLING REVERSAL from one of 
the most dangerous big cities to one of 
the two safest has been due in part to the 
Bizzy Bear Club and The Cleveland 


Press. 


FOUNDED IN 1935, the Bizzy Bear Safety 
Club now has a membership of over 
135,000 young children and chapters in 
358 schools in Greater Cleveland. It is 
exclusively a Cleveland Press organiza- 
_ tion built upon a comic strip drawn ex- 


ducing establishments.” 

Cluett, Peabody & Co. lays great 
stress on merchandising of adver- 
tising, Mr. Palmer saying that ap- 
pearance of copy in a magazine or 
newspaper means that its life is just 
beginning. Reprints, brochures, 
direct mail, counter cards, window 
displays and newspaper mats are 
provided to dealers, with explicit 
instructions for their use, so that 
every sales possibility is squeezed 
from national advertising. 


Scientific Sales Quotas 


Scientific allotment of sales quotas 
has also been devised, so that per- 
formance of every salesman is 
measured against the yardstick of 
opportunity. A plans board com- 
mittee, comprised of the four vice- 
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“| from 135,000 letters to The Cleveland Press Ie 


WE WANT OUR CHILDREN to have a 


chance to grow up. 


There is nothing more tragic than the 
ruthless snufling out of a young life in the 
fast moving city tratlic. There is no more 


serious business in the conduct of a news- 


character of 


at safety. 


Membership in the Bizzy Bear Safety 


clusively for the Press. It is taken seri- 


Cleveland. 


CLEVELAND'S CHILDREN look out for 
themselves and for one another because 
The Cleveland Press wants them to 


Srow up. 


| ously—partly because it is the sort of 
_ organization children understand and 
enjoy, and partly because it is sponsored 
by a newspaper dear to the hearts of all 


paper than the waging of a safety war. 
But safety can be fun. Safety can be 
made into a game to appeal to childish 
imagination. So Bizzy Bear, a comic strip 
The Cleveland Press, 
stepped out of his role to preach and play 


Club carries with it those rights, privi- 
leges, and immunities dear to the hearts 
of the very young. There is a certificate of 
membership, a secret code for private com- 


munication, and a pawshake or secret grip. 


simple safety rules to be memorized and 


pract sec 


reads, 
Tiny tot 
and sole 
has 


You can imagine the gratitude of Cleve- 
bal > 


CRIP 


But there is the serious side as well—six 


All candidates for membership learn 
and obey these rules. They write to The 
Cleveland Press the pledge expressed in 
our headline in the Bizzy Bear Code. It 


“T always obey the safety rules.” 


they put them into practice; walk safely, 
play safely. 


land’s mothers, their profound apprecia- 
tion of a newspaper's intelligent effort to 
protect their children’s lives. The Cleve- 
land Press is more than a newspaper. It is 
a Power— power to do good; power to 
move goods, 


The Cleveland Press 


PS-HO WARD 


presidents heading each major de- 
partment, meets frequently to co- 
ordinate the company’s myriad ac- 
tivities. Many other innovations 
have been made, but, above all, the 
fashion scouts in the research de- 
partment continue to provide the 
essential contact with trends in all 
parts of the world, so that the 
costly mistakes of two decades ago 
will never be repeated. 


Gets KEHE Frequency 


Station KECA, Los Angeles, be- 
gan operating on its new frequency 
of 780 kilocycles Aug. 1. The new 
| wave length was acquired from Sta- 
tion KEHE, which has abandoned 
the radio field. Earle C. Anthony, 
Inc., operator of KFI-KECA, NBC 
Red and Blue outlets, acquired all 
‘of the KEHE properties. 


s invade the busy editorial offices 


mnily recite the rules. Best of all. 
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THE UNITED PRESS 


NATIONAL ADVERTISING DEPARTMENT OF SCRIPPS-HOWARD NEWSPAPERS, 230 PARK AVE., NEW YORK 
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Wrigley Beauties | 
Jump from Poster 
Into Magazine 


Chicage, Aug. 3.—Readers of 
Look who picked up the Aug. 15 
issue on newsstands today were hit 
in the eye by a four-color Wrigley 
advertisement which occupied the 
lower half of the center spread. 
While the Otis Shepard creation 
rang up a number of “firsts,” the 
most outstanding is the transfer to 
magazine pages of an advertisement 
which has already dominated 24- 
sheet posters and car cards. Mr. 
Shepard himself believed generous 
use of white space was an important 
factor in the high visibility. 

The Wrigley copy, showing two 
charming misses whose gleaming | 
white teeth are accounted for by | 
their liberal use of the proper brand 
of chewing gum, lost nothing by the 
context, consisting solely of repro- 
ductions of a half-dozen stars of 
the film world noted for tr | 
pulchritude. 

Color spreads occupying the lower 
half of the space are not listed as | 
a regular unit on the Look rate 
card. It is understood that the Wil- 
liam Wrigley, Jr. Company paid a 
premium for the opportunity to 


‘O'Connor Directs 


|with Pro-phy-lac-tic Brush Com- 
| pany. 


pioneer. The advertisement was | 
placed by Neisser-Meyerhoff, Inc., | 
Chicago. 


Coast Stock Exchange 
\in Newspapers 


The San Francisco Stock Ex- 
change used large space in San 
Francisco and Oakland newspapers 
last week to list 101 stocks which 
have paid or declared dividends 
thus far this year. In the case of 
common stocks, the amount of divi- 
dend paid in 1938 is also shown, 
with the current price at which each 
stock is quoted. 

The space was 150 lines on four 
columns. The advertising was 
placed by Doremus & Co., San Fran- 
cisco. 


POSTER TREATMENT DISTINGUISHES MAGAZINE COPY 


Modern Diet Sales 


Modern Diet Products, Inc., Mil- 
waukee, has appointed Jack D. 
|O’Connor as sales manager in com- 
| pleting plans for fall. Mr. O’Con- 
nor was until recently with The 
American Druggist and formerly 


An aggressive consumer and trade 
paper campaign is planned for 
Swiss Kriss Brand Herbal Laxative 
through the Cramer-Krasselt Com- 
pany, Milwaukee agency. Arthur J. | 
Spoerl] is account executive. 


Alcoholic Rule 
Changes Rejected 
by Alexander 


Washington D. C., Aug. 2.—Five 
proposals for regulations by the 
Federal Alcohol Administration, on 
which hearings were held in April, 
have been rejected, W. S. Alexan- 
der. administrator, announced this 
week. Among these was a proposal 
to prohibit liquor imports in the 
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Structural Bends are exclusive with... 


W. L. STENSGAARD 
& ASSOCIATES, INC. 


JUSTINE AVE. 
NEW YORK OFFICE * R.C. A. BUILDING 


110,000 sq. ft. of factory space devoted to better displays 


CHICAGO, ILL 


| 


traditional “fifth.” 

The proposals rejected are as fol- 
lows: 

“2. To amend Article II, Class 6, 
and other pertinent sections of the 
regulations, in such manner as to 
establish a minimum proof of 60 
deegrees for all distilled spirits 
marketed as cordials or liqueurs. 

“4 (b). That there be stated 
upon the labels of all Scotch type 
whisky and Irish type whisky, in 
direct conjunction with the class 
and type designation, a statement 
of the name of the country in which 
the product was produced, pre- 
ceded by the words ‘product of’ or 
a similar appropriate phrase. 


Statement Required on Label 


“§ (e). That where Scotch 
whisky, rum, and other distilled 
spirits, imported in bulk and do- 
mestically bottled, are reduced in 
proof in the United States at the 
time of bottling, a statement to that 
effect be required to appear in con- 
junction with the required name 
and address statement upon the 
brand label. 

“6. To amend Article III, Sec- 
tion 37, and other pertinent provi- 
sions of the regulations, in such 
manner as to permit the statement 
of net contents to be eliminated 


This attractive full-color poster by Otis Shepard, currently telling the Wrigley story in outdoor advertising, also occupies 
the center spread of “Look.” 


i 


the net contents are displayed, by 
having the same legibly blown jy 
the bottle, either on the back or op 
the front. 

“12. (b). That all distilled spir. 
its, whether domestically manufac. 
tured, domestically bottled, or im. 
ported, be packed in liquor bottle 
of the following sizes only: to wit 
one gallon, one-half gallon, on 
pint, one-half pint, and one-eighth 
pint, and that the following sizes o; 
liquor bottles presently authorized 
for use as containers of distilled 
spirits be eliminated as standards o! 
fill: to wit, four-fifths quart, four- 
fifths pint, one-tenth pint, and one- 


| sixteenth pint.” 


| Famous Skier 


from the label in all cases where: 


| F955 reewpes from six 
Sminilfe spots ? Where? 


* And, 
can buy WMT in com- 
bination with WNAX 
and KSO or KRNT at 


an 


of course, you 


picture. 


low 


exceptionally 
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rate. 
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Between January 10 and 21, six 5-minute spots 
promoting a recipe contest (for a women’s pub 
lication, mind you) produced 4455 replies from 
WMT listeners. 


That is food response—where it counts. 


WMT"'s 600 kilocycle frequency puts a stroné 
signal into more than 69,000 square miles of 
the richest part of the midwest. 


Cedar Rapids and Waterloo are only part of the 
tion is 3,151,776—747,569 radio homes. 
business is greater than $800,000.000. 


You can buy a quarter hour on WMT for * 
little as 3 cents per thousand radio familie* 


To produce sales at minimum cost in mo+ of 
Western 
Southwestern Wisconsin 


Cedar Rapids-Waterloo + 600 Kilocyclet 
NBC Blue-MBS + 5000 Watts LS. * 1000 Watts Me 
Represented by THE KATZ AGENCY 


Joins Northland 


Hannes Schneider, regarded by 
many as the world’s leading skier 
has joined Northland Ski Mfg. Com- 
pany, St. Paul and Laconia, N. H, 
as technical adviser. 

Schneider will be featured in an 
advertising campaign to be placed 
by Erwin, Wasey & Co. of Minne- 
sota, Minneapolis. 


Melville Names Krivit 
Melville Shoe Corporation, New 

York, has named Samuel G. Krivit 

Company, New York, to handle pro- 


motion of its Thom McAn women’s 
shoes. Newspapers will be used. 


WMT 


of course / 


WMT"s daytime primary area popu!” 
Retail 


Southern Minnes0l*- 
it’s WMT. of cour’ 


Illinois, 


69,000 Square Miles of the RICHEST PART of the MIDWEST 
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his family if the handle should 


Imagination Ran 


would sue the undertaker for dam- 
ages and he would not have it hap- 


| he said that in case of a death in | 


_break and let the remains drop he_ 


it is strong enough to relieve the 
undertaker of all these embarrass- 
ments. His mind can be at rest 
while attending a funeral which is 
worth more to him than the price 


_pen for all the wealth of the city.| of the handle, especially if he has 
“Furthermore, he said that if the | 


witnessed what I have. An exact 


“Time” Transfers 
McLatchie, Kelly 


John McLatchie, Chicago man- 
ager for Time, has been transferred 
to Cleveland as manager of that 
office. John Kelly has been trans- 
ferred from the Cleveland to the 


KXOK Promotes 
Clarence Cosby 


Clarence G. Cosby, national sales 
manager of Station KXOK, operated 
by the St. Louis Star-Times, has 
been appointed general sales man- 


ager. He succeeds Walter E. Weiler, 
resigned. 

Mr. Cosby joined KXOK last 
March after serving eight years as 
general manager of KWK. In his 
new post, he will be in charge of 
both local and national sales. 


Franz to “Look” 

Jack J. Franz has joined the Chi- 
cago office of Look. He came from 
the Chicago office of the John Budd 
Company, where he spent three 
years. 


undertaker was obliged to tell the | duplicate of the casket in which 
| pall bearers to put their hands un-| Gen. Grant was buried will be on 


Wild in Copy 
of c derneath the casket to prevent the | exhibition at our booth. 
|handles from breaking he would 


syracuse, Aug. 1—Nostalgic| 


Chicago sales staff of Time. 

Mr. McLatchie, who is president 
of the Agate Club of Chicago, came 
'to Time two years ago from Mac- 


: "thai not pay the undertaker’s bill he | : |\fadden Publications. William B. 
‘memories of advertising’s early | pay 7 om Issues List of | Case eenlinuse as Westerh manaaer 


ee , : : |; would consider the pall bearers ° , 
a days W ee aaa - ?- — | were being imposed upon as well as_ French Agencies jof Time. 
in connection with plans for the The Bureau of Foreign and Do- | 
|mestic Commerce has issued a list | . . 
of French advertising agencies and | Wines to Miner 


nnual New York State Fair to be | himself. on , 
’ eld this fall, when a program for | To avoid all these sad —-. 

‘he 1892 Fair was uncovered and | &¢es and difficulties I have studied | concessionaires. _ Dan B. Miner Company, Los An- 

Copies may be obtained from any geles, has been appointed to handle 

great expense to get up a handle branch or from the Government advertising of Lombardi Wines, 


_found to be replete with copy that, | for a number of years and at a/| 
which I call the ‘Samson’ because | Printing Office for ten cents. | Ltd., Los Angeles. 


appily, is as dead as the dodo. | 
Unearthed by Joseph Keely, ac- | 
count executive of J. M. Mathes, 
New York agency which is han-| 
dling Fair advertising, the program | 
features a back page advertisement 
for “Franco-German Ring for Rheu- | 
matism,” Which was offered to a 
credulous public as a guaranteed ——— ——— 
cure for a variety of ailments. 4 
Copy termed the ring “a natural 
and powerful remedy for the cure 
of rheumatism, neuralgia, sciatica, 
and all diseases that are success- 


_- — —___——_ —, 


fully treated by magnetism,” and as 
“scientific, powerful, durable and 
effectual.” ; 

2 Don't Give Up Hope ; 

met Sat AN ANNOUNCEMENT 
Syracuse selling agent, the adver- 
tisement claimed that “thousands of 
eases of the worst kind, and of 
long standing, have been perma- OF aS ve 
nently cured, even, in many in- 2 a 
stances, after having been pro- 
nounced incurable, and given up by 
the best medical authority.” 
The guarantee stipulated that the 
ring be worn constantly and that 


the inside be kept bright. How 
anf) the ring exercised its curative pow- 


od} ers was not explained, except in 
e-| the reference to treatment by mag- 
netism. 


THE Federal Communications Commission has 
approved the sale of radio station KEHE to Earle C. Anthony, Inc., 
owners and operators of KFl (NBC Red Network Affiliate) 
and KECA (NBC Blue Network Affiliate). 


Another interesting advertisement 
printed in the same program of- 
fered $5,000 to the “strongest man 
in the world” who could break the 
o.) Samson casket handle by lifting. 
‘s The layout featured three cuts, one 
depicting a casket being carried 
when equipped with the Samson 
iandle, another showing a casket 
being carried on the shoulders of 
the pallbearers which was de- 
scribed as “the way of carrying 
n New York and Brooklyn,” and a 
third in which a casket is falling to 
the ground because of the failure 
fa handle. 


It’s a Sad World 


The copy reads as follows: “In 
onversation with a gentleman with 
regard to the breaking of handles 
it funerals or while carrying the 
emains, he was so horrified to hear 
if the number of accidents and sad 
‘esults coming from the same that 


Earle C. Anthony, Inc., is now operating KECA on the wave length 
heretofore occupied by KEHE (780 K. C.), one of the strongest 
commercial spots on the dial in Southern California. 


The new wave length will combine for advertisers the splendid fol- 
lowing already built by KECA and KEHE as individual stations, plus 
vigorous new program features, both local and NBC Blue Network. 


Present KECA rates as listed on RATE CARD 
No. I4 will remain in effect until further notice. 


onde ©. Qithings. Ine 


LOS ANGELES, CALIFORNIA 
Owners and Operators 


KF I 


NBC Red Network 


KECA 


NBC Blue Network 


PRINTING 


640 kc. now 780 k. c. 
50,000 watts 5000 watts daytime 
x 1000 watts night 


( AITHORN service is a 
- aah Clear channel 
_/ complete —Ad-Setting, 


Engraving and Printing. You 


Operated full time 


can use one or all as required, 


Sut all are here ready to serve 


EDWARD PETRY & CO., NATIONAL SALES REPRESENTATIVE 


vou 


Experience proves that 
‘here is often a distinct advan- 
‘age in having your typography 
done where you can get engrav- 
‘ngs and press proofs in any 
qantity. Phone Wabash 7820. 


a 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 
A 


Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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August 7, 1939 


AT INDIANA INDUSTRIAL ADMEN'S OUTING 


Indiana members of the National Industrial Advertisers Association frolic at the 

Hillcrest Country Club, Indianapolis. Left to right (standing): Mark Weaver, 

General Advertising Agency, Indianapolis; Joe Delo, Continental Steel Corpora- 

tion, Kokomo; Barney O'Brien, Connersville Blower Company; Harry L. Martin, 

Diamond Chain & Mfg. Company; John J. Eberhart, George J. Mayer Company. 

(Kneeling): Stan Murray, Perfect Circle Company, and Dale Hodges, Diamond 
Chain & Mfg. Company. 


Agency Choice for 
$1,000,000 Budget 


New York, Aug. 3.— Walter S. 
Mack Jr. was elected president of 
Pepsi-Cola Company at a directors’ 
meeting here yesterday. He heads 
Phoenix Securities Corporation, 
which owns a controlling interest 
ir, Loft, Inc., holder of 78.5 per cent 
of Pepsi-Cola stock. Loft’s owner- 
ship of the Pepsi-Cola stock, re- 
cently established in a court case, is 
still being challenged in further 
litigation. 

At a meeting of Pepsi-Cola stock- 
holders, Mr. Mack declared that 
there are now 400 Pepsi-Cola fran- 
chise holders in this country, 100 in 
Canada and 60 in foreign countries. 
He asserted that in certain districts 
Pepsi-Cola in bottles is now out- 
selling all competitors in the cola 
field. 

He disclosed that plans are under 


STOCK PHOTOS —— 


Made for Advertising, Editorial and House 
Magazine use. Exceptionally large variety of 


subjects. South’s largest file of Cotton, farming, 
rural and live stock pictures. World-wide travel 
scenes. Qutline your needs. Selections sent on 


approval. Assignments filled. 


way to issue franchises to bottlers 
throughout Europe and South 
America, and that a London office 
has been established to supervise 
this expansion activity. A plant in 
Cuba has just been completed and 
is ready to begin operation. 

Besides electing Mr. Mack, the di- 
rectors chose Don G. Mitchell, 
former advertising manager of 
American Can Company, as vice- 
president in charge of sales. Pepsi- 
Cola is now studying bids submitted 
by a number of leading agencies 
preparatory to making a new ap- 
pointment. The company expects to 
spend nearly $1,000,000 in adver- 
tising this year. 


Station WMT to 
Rejoin Columbia 

Station WMT, Cedar Rapids, la., 
will rejoin the Columbia Broadcast- 
ing System May 1, 1940. The sta- 
tion operates on a power of 5,000 
watts by day and 1,000 watts by 
night. 

It will be included as a basic net- 
work station in all new contracts 


and renewals signed after July 27, 
1939. 


Two for Westheimer 


Westheimer & Co., St. Louis, has 
been appointed to handle advertis- 
ing of Freund Baking Company, St. 
Louis, and Progress Brewing Com- 
pany, Oklahoma City, Okla. 


LINE-UP 


OXYDOL 

OLD GOLD 

IVORY SOAP 
CAMAY 

LA ROSA 

BRIOSCHI 
MEDAGLIA D'ORO 
METROPOLITAN LIFE 
SACHS QUALITY 


& I. Baseball, you refer to this 
line-up as “murderers row.” All 
produce Sales otherwise they 
wouldn't be in the line-up year 
after year! So if you, too, want to 

_ “play ball” before cpproximately 
_ 2,000,000 daily you'll join this 


2 line-up 


and bat “The Italo- 


NEW YORK 
5000 WATTS” 
— ie mt ; 


Getting Personal 


These torrid days, it’s nice to learn that a long, cold winter is in 
prospect. For such is the long distance forecast of Jay O. Lashar, 
a. m., American Chain & Cable Company. Since he handles adver- 
tising of Weed tire chains, Mr. Lashar is very much interested in 
winter weather and has studied the subject. He likens the current 
dry summer to that of 1917, which was followed by a most severe 
winter... 


Niles Trammell, exec. v. p., NBC, is forgetting whatever radio 
network officials try to forget when they go off to Canada on a three- 
week fishing trip. . . Henry Eck- 
hardt, board chairman of Kenyon 
& Eckhardt, shoved off for Eu- 
rope last week on the Norman- 
die... 


Jerome D. Kennedy, who re- 
tired Aug. 1 as gen. s. m. of 
Western Electric Company, was 
tendered a testimonial dinner by 
140 friends and associates. For 
his more than 40 years’ service 
with Western Electric, he was 
presented a collection of 10 recent 
biographies. . . 


Colby M. Chester, board chair- 
man, General Foods Corporation, 
is vacationing abroad. . . J. A. 
Schake, gen. s. m., Lambert Phar- 
macal Company, received a scroll 
and a loving cup from apprecia- 
tive California druggists. He was 
hailed as “prince of entertainers, 
king of good fellows, man among 
me.” s+ 


Jim Gann, of the Chicago Trib- 
une’s N. Y. advertising office, 
owns his own plane at Roosevelt Field and cools off in the clouds 
these hot days. .. R. T. Snodgrass of This Week commutes each summer 
week-end to his farm at Stonington, Conn. . . 


PROOF OF THE PUDDING 


Those sketches of Capt. Harold White, 
big game hunter, currently appearing 
in White Horse whisky copy, are the 
McCoy, as this photograph shows. When 
he's not bagging pachyderms, the cap- 
tain is president of the White-Lowell 
Company, New York agency. 


S. G. Little, v. p., Home Economic Service Corporation, for many 
years a newspaperman and one time v. p. of the Southern News- 
paper Publishers Ass’n., is quite some shakes of a golfer. He won 
the tournament at the Sales Executives Club outing with a 76, earning 


the handsome trophy donated by Walter T. Palmer, budget director of 
Calvert Distillers Corp... 


A daughter of F. H. (Spats) Johnson, v. p., McGraw-Hill Publish- 
ing Company, is a honeymooner. . . Thomas L. L. Ryan, pres., Pedlar 
& Ryan, is recuperating in a Danbury hospital from a riding mishap. 
Owner of his own stable, the agency executive was thrown while 
jumping and suffered a dislocated vertebra. . . 


Arthur P. Williams, pres., R. C. Williams & Company, whose firm 
is the largest importer of Greek products, was decorated by King 
George II of Greece. . . Turner F. Currens, export mgr., Norwich 


Pharmacal Company, has recovered from the broken arm he suffered 
while abroad recently. . . 


Sylvia G. L. Dannett, who operates her own agency in Man- 
hattan, has collaborated in writing a novel, ‘Nor Iron Bars,” published 
by Fortuny’s. . . 


Maurice F. Hanson, of J. Walter Thompson Company’s Chicago 
office, is engaged to marry a Chicago Junior Leaguer. While in col- 
lege, Hanson was chairman of the student newspaper and was voted 
by his class as “the man who has done the most for Yale.” . 


Two former executives of the Chicago office of Curtis Publishing 
Company were principals in a wedding ceremony at James W. Young’s 
Rancho Canada, near Santa Fe, N. M., July 31. They were Gertrude 
S. Jones, former office manager, and William R. Boyd, former West- 
ern manager. Mr. Young acted as best man. After the marriage 
the couple left for a hunting trip in the African veldt. . . 


Accompanied by his better half, Phil Henriquez, Chicago man- 
ager for the St. Louis Post-Dispatch, has left for the Pacific Coast 
on the three weeks’ vacation allowed five-year employes of that 
newspaper. . . For the first time, the same individual won the Greater 
Buffalo Advertising Club’s annual golf tournament twice in a row. 
He is F. B. Rogger, general manager of the Polish Everybody’s Daily. 
Once more, and the club’s trophy becomes his for keeps. . . 


Milton Simon, president of Simon & Gwynn, Inc., Memphis 
agency, picked Havana for a honeymoon. . . David Painter, of Barnes 
& Reinecke, industrial designers of Chicago, will journey back to 
Indiana Aug. 12 with bride-to-be Catherine Immel to hear those 
irrevocable words. Jack Lewis, of the same firm, will take the fatal 
plunge Sept. 2... 


James D. Shouse, general manager of WLW, Cincinnati, has hied 
to Nova Scotia in search of big fish. . . Bill Pickering, of Heintz, Pick- 
ering & Co., Los Angeles agency, is back after looking upon the New 
York Fair and the Canadian Rockies. . . 


Gilbert T. Hodges, of the New York Sun, has been elected an 
honorary member of the Thirty Club of London, composed of 30 
leaders in the advertising business over there. Col. Hodges is the 
second American thus honored, the other being William H. Rankin. . . 


Glenn Snyder, v. p. and g. m. of WLS, Chicago, has turned 
songwriter. His patriotic march, “We Thank You, Uncle Sam,” has 
been published by OKay Music Company, Chicago. . . 


Carding a dazzling 76, Ellis Frakes, WLW baritone, won the third 
annual Crosley golf tournament at Ridgewood Country Club, Cincin- 
nati, last week. Next in the standings came Delmer Sandberg, head 
of the Crosley radio inspection department, with an 80, and Frank 
Clyde, inspector, 81. Frakes was awarded the Flying Dutchman 
trophy, presented each year by William Stoess, WLW maestro. Stan- 
ley Ralston, of the company’s foreign department, turned in a score 
of 146, to capture the high gross prize of a case of Wheaties, intended 
as a symbol of needed strength. . . 


Charles Baur, a.m., Iron Age, New York, is back home after a 
brief stay in a Manhattan hospital for appendix removal... . 


The lure of Wyoming’s trout streams has drawn Lyman Forbes, 
American Builder and Building Age, westward for a few weeks. Mrs. 
Forbes accompanied him... . 


Colgate Takes 5 
Four Half-Hour 
Periods Over CBS 


New York, Aug. 3. — Completing 
the reshuffling of its network radio 
advertising, Colgate-Palmolive-Peg; 
Company has arranged for two con. 
secutive half hour shows over the 
Columbia Broadcasting System op 
both Thursday and Saturday nights. 
A second new evening show, to fea- 
ture Wayne King for Cashmere 
Bouquet soap, completes a program 
which now embraces three daytime 
serials and four evening shows. 

The Wayne King program, be- 
ginning Oct. 7, will follow Co}- 
gate’s “(Gang Busters” over CBS on 
Saturday night from 8:30 to 9. The 
“Ask It Basket” quiz show and 
“Strange As It Seems” will be aired 
in that order during the same hour 
on Thursday night. 


Uncle Don on Network 


Uncle Don, for 12 years a chil- 
dren’s radio entertainer, will make 
his network debut on Sept. 25 when 
Maltex Company will present him 
in a program promoting its Maltex 
cereals. Uncle Don will be heard 
over four stations of the Mutual 
Broadcasting System on Monday, 
Wednesday and Friday from 5:30 
to 5:45 p. m. Samuel C. Croot 
Company is the agency. 


Wheatena Takes Morning Spot 


Wheatena Corporation will pre- 
sent “Hilda Hope, M. D.” over a 
National Broadcasting Company 
Red network of 17 stations, be- 
ginning Saturday, Oct. 7. The new 
program will be broadcast from 
11:30 a. m. to 12 noon. Compton 
Advertising is in charge. 


New Spaghetti Program 


A musical program entitled “Le 
Rosa Concert Series” will be spon- 
sored by LaRosa & Sons, spaghetti 
manufacturer, beginning Oct. 31 
The series will be aired over five ~ 
stations of MBS on Tuesday from 8! 
to 8:30 p. m. Commercial Radic 
Service is the agency. 


Philip Morris Expands 


Philip Morris & Co. will add 12 
stations, effective Sept. 26, to the 
NBC Red network carrying its pro- 
gram on Tuesday from 8 to 8:3 
p. m. With the one station added 
in July, the total network will be 
79 stations. Biow Company is in 
charge. 


H. Gregory Thomas 
to Join Bourjois 

H. Gregory Thomas will joi 
Bourjois, Inc., New York, Sept. | 
He will advise on trade and con- 
sumer relations and be in chargé 
of work relating to compliance wit! 
new legislation. 

Mr. Thomas has been director 0! 
the Bureau of Standards of the To! 
let Goods Association for thre 
years. He was previously vice 
president and general manager © 
Guerlain, Inc. 


How Frequency 
Discounts and 


=" Market Data 
Help Keep Your 
Sales Above Par 


AVINGS up to 10% with Fre 
quency Discounts from each 
the 82 I & I dailies used—the latest 
Illinois and Iowa market data @ 
their finger tips in standardized. 
easy-to-use form, help alert Adver 
tising men and Sales Managers have 
an easier time with sales, profits @ 
budgets. Let us help you make # 
record that means a real boost for 

your ability. 

Avoid the headaches of the old 
method of reaching the rich, pre 
gressive Illinois and lowa markets. 
More than 50 prominent natio 
advertisers now use I & I dailie 
on 13-26 or 52 week schedules. Jo 
them. 

Write today for your Free ©! 
of our latest market informatio? 
booklet. 


Illinois Daily Newspaper Marker 
401-08 Leland Bidg.. Springfield, 7 


lowa Daily Press Association 
405 Shons Bidg.. Des Moines.“ - 
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August 7, 1939 


Canada Dry 
Tells Employes 
They're the Tops 


Special Edition of House 
Organ Details Visit of 
Royal Couple 


New York, Aug. 3.—Fully as ef- 
fective, in its own way, as the ad- 
yertising which informed the United 
States and its neighbor on the North 
that products of Canada Dry Ginger 
Ale, Inc., had been exclusively se- 
lected for use of the King and 
Queen of England during their visit 
to this continent, has been the spe- 
cial royalty edition of “Cases High,” 
the company’s house organ. This is 
the opinion of Joseph T. Meade, di- 
rector of personnel and public re- 
lations of Canada Dry. 

The special edition, containing the 
complete story of the visit of the 
royal tourists from the Canada Dry 
viewpoint, has tended to lift morale 
of workers, according to Mr. Meade. 
This was due in part to the con- 
cluding message in the issue, in 
which R. W. Moore, president of the 
company, attributed the recognition 
of the merit of Canada Dry products 
“to employes of the company, who, 
over a period of years, have main- 
tained so successfully rigid stand- 
ards of workmanship and service.” 


Widespread Interest Shown 


The special edition has also 
proved an advertising medium in its 
own right, Mr. Meade reported 
with many manufacturers and deal- 
ers outside of the industry asking 
for copies. The wealth of illustra- 
tions and the other interesting ma- 
terial included in the special issue 
also made it an outstanding example 
of the Canada Dry policy of editing 
an employe publication as carefully 
as one designed for more general 
distribution. 

“Cases High” recites the complete 
story of the promotion put behind 
the royal visit by Canada Dry. At 
least a part of the objective of this 
advertising was to direct public at- 
tention more fully to the occasion 
through space provided by the com- 
pany. 

Selection of Canada Dry was due 
to the enterprise of R. H. MacDon- 
nell, Canadian general manager of 
the company, who pointed out to 
the authorities that frequent changes 
of water often cause extreme dis- 
comfort. The company’s formal ap- 
pointment followed several months 
later. The company’s responsibility 
is indicated by the fact that it pro- 
vided 60 gallons of sparkling water 
daily, exclusive of many of its other 
products, and regardless of the 
itinerary. This water was used for 
cooking as well as for beverage 
purposes, 


Campaign Chiefly in Canada 


While the selection of Canada Dry 
received mention on the “Informa- 
ton, Please” radio program over the 
NBC Blue network, promotion was 
‘argely concentrated in Canada. 
Four-color posters were principally 
used, the company showing a like- 
hess of King George VI, two glasses 
%ing raised in salute and the toast, 
“Gentlemen, the King.” A single 
line at the bottom of the poster 
arried the legend, “Greetings .. . 
ani ada Dry Ginger Ale Limited.” 
ndow display pieces in the form 
“ @ picture frame, 30 by 40 inches, 
‘ere made up with the same copy 
“nd illustration as the posters. Both 
»_ Jerease the decorative value of 
© windows and intensify the pro- 
Uon, the bottle caps on all ginger 


ale and sparkling water bottles were 
changed to show a picture of the 
King. An unusual premium plan 
was adopted, bronze placques of the 
King or Queen being offered for two 
labels from any Canada Dry bever- 
age and 25 cents. This offer was 
advertised on the radio and through 
four-color display cards for win- 
dows. The backs of all trucks were 
also used to promote the offer. 


Glantz Enters 


Newspaper Field 


Norman A. Glantz has resigned 
as field sales promotion manager, B. 
F. Goodrich Company, Akron, O., 
to become vice-president and sales 
manager of Newspaper Service Cor- 
poration, Houston, Tex. 

This is a new company formed to 
market Newskovers, a_ patented 
product for use in delivery of news- 
papers. 


Promotion 
Review 


“150 Thousand Ain’t Hay,” is the 
title of two-color broadside sent out 
by KMBC, Kansas City, in which 
the $150,000 the station spends an- 
nually in program production is 
translated into terms of audience 
appeal. 


us * * 


And Mademoiselle is talking up 
its August college issue, containing 
almost three times as much adver- 
tising as the biggest previous isue. 

* ok * 

True Story has mailed out, in a 
tiny envelope, “A Volume of Short- 
fellows,” a little over two by three 
inches in size, containing single page 


stories of True Story advertisers 
“who found it profitable to use True 
Story and not more than three 
others of the dozen major magazines 
in the first six months of 1939.” 


+ * * 


The Berkshire Evening Eagle is 
telling people how proud it is of 
the 72-page rotogravure_ edition 
which it published in commemora- 
tion of its 150th anniversary, not 
only because of the size of the issue, 
but also because advertisers substi- 
tuted pictorial, news-angle copy for 
the conventional “congratulations” 
advertisements traditional to anni- 
versary editions. 

* * ok 


Latest impressive promotion piece 
from the Chicago American is a 
huge portfolio-type study called, 
“The Heart of the Chicago Market,” 
in which figures and charts, on a 


page measuring 14x19 inches, an- 


alyze the income levels of Chicago 
families, the corresponding cover- 
age of Chicago American circula- 
tion, and the expenditures for vari- 
ous types of products. The book is 
exceptionally attractive, all in dis- 
play style, is spiral bound at the 
top, and has clear cellophane covers. 
* « * 


Continuing the recent trend to- 
ward dramatizing the effectiveness 
of networks in terms of a single 
program, NBC has produced a 20- 
page and cover brochure giving the 
history of “Information Please” 
from its start as a Blue network 
sustainer through its sponsorship 
by Canada Dry. An added punch is 
given the book by inclusion in a 
pocket at the back of an “Informa- 
tion Please” game, a reprint of a 
Canada Dry magazine advertise- 
ment featuring the program, and 
an “Information Please” window 
display. 


+ 


Heresa 


What’s one thing that gets most papers 
into trouble? Moisture. Yes, as soon as 
an ordinary sheet becomes wet it weak- 
ens and goes to pieces... 


paper 


..In packaging moist products, or in 
any situation where there’s likely to be 
moisture, it’s not safe to use ordinary 
paper. Chances are it won’t stand up... 


Bristol, Pennsytvania 
Established 1885 
West Goons Plant : 340 Bryant Street, 
San Francisco, California 
Branch Offices: 120 Broadway, N. Y. 
111 West Washington St., Chicago 
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NEW BUSINESS 


She Stuff 


conditioned. 


pany of the contents. 


6 x 24 inches . . 


General Indoor Advertising, 140 S. 
Dearborn, Chicago, offers “the Black 
Ray,” a display stand containing four 
illuminated panels, 
and an illuminated “streamer” 
. Placed in retail stores, 
hotel lobbies, and at other points of sale, 
the “Black Ray” will present an adver- 
tisement in its original colors, but these 
will be printed with new fluorescent litho- 
graphing inks, which will glow under the 
influence of the ultra-violet ray, giving an 
effect like that of a paper neon sign . . . 
The display stands will be sold to adver- 


tisers for 13-week periods, but copy can 
be changed every other week. 


E. T. Statrery Co., Boston department 
store, is preparing a fall advertising cam- 
paign on the “1860 silhouette,” with the 
expectation that women are returning to 
wasp waists, mountainous bosoms, mag- 
nificent beams, and murderous corsets. 
Twenty years ago Eugene K. Denton 
established The Tailored Woman, Inc.; 
today he still manages it, and soon he'll 
move it across the street, to the corner of 
5th Ave. at 57th St., N. Y., where it 
will have 40,000 square feet, nearly 
double its present space—and will be | air- 


Our Times 


National Pickle 


Comet Aerial 


103x133 inches, Europe .. 


headline, 


. . When the 


Vi1-T1 Doo Kanpy, “the canine tidbit,” 
distributed by Copeland Brokerage Co., 
Los Angeles, is said to contain vitamins 
A, B, D, and G. 

Publicity for pickles! Members of the 


Packers Association will 


pay > of a cent a bushel of their brine 
stock to finance research for determining 
the nutritional and food values of pickles, 
pospentions to a national publicity cam- 


plan was devised by a 

d by Olney Brown, of 
.. Chicago. 

Transit Co. has begun 
f excursion-night “cool- 
§ lines, including street 
es, and trolley buses, 
g allowed to start their 
return to the starting 
a fare of 10¢. 


winter merchandise 
pmer merchandise in 
e Shoe Corp. shows 
of its stores in 25 
plying a promotion 
using two display 
showing summer 
ing, while the other 
ainst a background 
. » » Result: gobs 
moving. 
rers have hitherto 
as a part of the 
t this year the 
rers Assn. had no 
hinaware, so the 
last week at the 
as a separate 
boks, of Crooks- 
le, O., says most 
want to con- 


tT & Co. is introducing Treet, “the 
all purpose meat,” 

product that can be served hot or cold, 
and as sliced meat. 


a canned spiced pork 


Advertising Co., 489 5th 


Ave., N. Y., is introducing bomb-adver- 
tisements, such as are already familiar in 
. Used at bathing beaches and 
similar places, the bomb is shot from a 
mortar to a height of 360 feet, where it 
explodes loudly, amid a cloud of smoke 


smoke clears, the crowd 


sees the figure of the advertised product 
—it may be a bottle of liquor, a pack of 
cigarettes, or anything else, and it’s about 
15 feet high, is made of thin silk paper, 
open at the bottom, and is kept afloat 
2 to 10 minutes by the incoming air. 


| mmm eee 
_—— | — - 
g | | sae. 
| — 
, P| . 
; Se —— | 
nm | | 
S. 
i- 
“a | a 
m ‘i a 
ee | “ 
e- . 
mn | : | nal 
he eee EE 
nd = 
ed 
ur 
‘il a 
ke ee 
‘im rrr Ta 
ard 
ual a 
lay, SS a 
:30 | 
oot Pe 
at 
re- ee ; , 
r a a 
any a 
be- | = ss E 
new 
rom ee (oe 
»ton | _ 
2 
: ] é 
“Le 7 
on- | 4 : 
“i | et eS 
five i ; ; pan cage 
ym § A et 3 
adic i kin , Rta. 
te i : Fie nt? oy é bee i .* a oi 
‘s BUSINESS WEEK exces arn nse wey a 
“ B EEK. oxccvte ntormative, newsY - 
pro- co wr j ie a | . rp '} - J i - r. % ; “€ "i "i a 
dded age of business © A. ib? (ie ns a" 
I be A eg ge ayick recone 3 
, r a. r ‘ a ¥ ) 
at. | ha i , fe eS | eel vet how 1c \e 
= _ WEEK « ol 4 
c- “BUSINESS reabrets. 
ki a oe they can now reach TN" tation is. 
vice- ee . a ae who manage ee 7 
er of a 7 ’ , men - a i ate ae 
busin <a Bex an a = ‘a % 
nd cation ; i? . og [a ‘= 
send s ‘ ~~ Jited for Ex 5 4 + 
} IVORW ee i » cheg ; : | ’ 
ai Sie nh comes a point-by-point comparison 2 a 
lr “7 
of Bi 
test | oie 
at datos 
zed. | ; - = ced 
\ver- | = v. on 
nave ; ' ee 7 _— 4 | ei 
= u/s gic... — 
for Ta aX _ 
4 
“ FORAPA uf 
kets. * Sz ! 5 = z 
- 4 " AWET-STRENGES & eer 
A al ; % “PAPER” % ¥ e we 
copy 2 Py ce . ry whe —— iy ¥ 
am me neans bus ae - 
ao Sines ’ 
* 
ion in Baltimore . 
=> x y > « * Y in =F ee ‘ p / | ‘ — a ae 


24 


ADVERTISING AGE 


irk 


| 7, — 


Every Woman 
a Shoe Designer 
in Brown Contest 


St. Louis Manufacturer 
Offers Rich Rewards 


for Feminine Ideas 


St. Louis, Aug. 3.—An invitation 
to women to design their own foot- 
wear will feature the fall campaign 
of Brown Shoe Company for Air 
Step shoes. A $500 wardrobe en- 
semble, to be selected by the win- 
ner, is the first prize, with an alter- 
nate choice of a trip to Bermuda 
for one week. A total of 105 other 
prizes will be awarded, including 
five $100 ensembles. 

To participate in the competition, 
women must repair to a local out- 
let for Brown Shoe Company for 
an Air Step sketch book and official 
entry blanks. The booklet illus- 
trates the elementary steps followed 
by artists in sketching outlines of 
shoes and also presents the six 
basic types of shoes for women. 


The booklet also contains this ex- 


| planation for consumer guidance: 


“All over the country are women 


who have ‘style sense’—who take 


the current fancies and make them 


theirs—who personalize dresses by 
a touch—hats by a tilt. It’s that 
style-design instinct of yours that 
we want to put into shoes. 

“Take a heel you like—a toe you 
favor. Make the pattern simple as 
a column or bedecked as a flowered 
hat with a veil. Choose its material. 
Stitch it or gore it or add a bow or 
add three. 

“Cut out the side or build it up. 
Take a tailored outline and have it 
done in a daring material or scallop 
away if you choose and have it 
done in suede. Just design a shoe 
you'd like to own for either a sturdy 
fundamental place in your ward- 
robe or for a fling with a special 
dress.” 


Basic Idea Sound 


The company is not certain that 
it will get one or more designs 
which will give its own experts an 
entirely new viewpoint. It believes, 
however, that the possibility of such 
an outcome justifies the experiment, 
and that from every other angle 
the test is worth while. While Gen- 
eral Motors’ annual survey of 
motorists’ ideas about car design 
has been widely acclaimed as a log- 
ical marketing step, few other in- 


dustries have bothered to follow its 
lead. Brown Shoe Company is now 
doing so, and it is stimulating the 
interest of women with the further 
promise that the winning design 
will be incorporated in its line. 

Women’s study of footwear is also 
likely to make them more appreci- 
ative of the problems of the manu- 
facturer, executives of the Brown 
Shoe Company believe. It may even 
teach them to buy shoes more in- 
telligently, thus aiding not only 
Brown, but all of its retailers by 
contributing to solution of the re- 
turn problem. 

Leo Burnett Company, Chicago, 
handles advertising of the Brown 
Shoe Company, including, besides 
the Air Step line, Buster Brown, 
Official Boy and Girl Scout shoes, 
Naturalizer shoes for women and 
Roblee footwear for men. 


Gets Destin Cosmetics 


R. T. O’Connell Company, New 
York, has been appointed to handle 
advertising of Farel Destin Cos- 
metics, manufactured by Farel Des- 
tin, Inc., New York. Women’s 
fashion magazines will be used in a 
fall campaign. 


Komaroff's New Name 

R. D. Komaroff & Associates, 
Long Beach, Cal., has changed its 
name to Western Business Builders. 


OCTOBER 


MERICAN BUILDER 


AND BUILDING AGE 


ANNUAL 


and 
PLANNING 
NUMBER 


Close 
September 20 


Forms 


REFERENCE 


months” 


value. 


Plan to use adequate adver- 
tising space in the October 
American Builder to make a 
strong presentation of your 


products. 


THE WORLD'S GREATEST BUILDING PAPER 


AAMERICAN BUILDER 


A handbook of permanent 
value to the building industry 
during the active fall season 
and during the “planning 
that follow. 


A special section on formulas, 
mixes, specification and instal- 
lation data will give the issue 
unusually high reference 


AND BUILDING AGE 


A SIMMONS BOARDMAN 


Chicago, Illinois 
105 W. Adams Street 


New York City 


~ LUGGAGE GETS 


| Wievry — 
; pesitively 


Racine, Wis., 
Drivers.” 


shown 


ANA Survey Shows 
Business Paper 
Circulation Trend 


New York, Aug. 1.—Of 355 busi- 
ness papers, all except 100 increased 
their circulation in 1938 as com- 
pared with 1937, it was revealed 
here today with publication of the 
sixth edition of a rate and circula- 
tion study made by a committee of 
Association of National Advertisers. 

The study, confined to members 
of Audit Bureau of Circulations 
and Controlled Circulation Audit, 
showed that although the circula- 
tion trend is upward, few papers 
have increased their rates. Of the 
355, 36 raised their one-time page 
rates, two reduced them, and 316 
maintained their 1937 rates un- 
changed. 


Ten-Year Study 


The report covers 51 pages and 
gives complete information over a 
ten-year period on rates and circu- 
lations of 259 ABC and 110 CCA 
publications, showing total average 
circulation, per cent of renewals of 
expired subscriptions, per cent of 
miscellaneous and unclassified cir- 
culation, black-and-white page 
rates, cost per page per thousand 
circulation, circulation per dollar at 
one-time page rates, cash and 
agency discounts offered, number of 
issues per year and page size. 

The ANA sub-committee on trade 
and industrial publications which 
prepared the study is composed of 
Walter A. Bowe, Carrier Corpora- 
tion; H. W. Bullard, American Can 
Company; Theodore Marvin, Her- 
cules Powder Company; E. A. 


eS baam ~ Gfande \UBGABE 


Throckmorton, Container Corpora- 


THE ACID TEST 


“WHEARY 


a Gd Ings han 


To dramatize the ruggedness of its line of luggage, Wheary Trunk Company, 
employed the services of Chrysler Corporation's famous 
The bags were tossed about in the luggage compartments at break- 
neck speeds for the equivalent of 100,000 automobile miles. 
sultant sales promotion material being used by Wheary dealers this season is 


“Hell 
Some of the re- 


here. 


tion of America; and John P. 
Young, Armstrong Cork Company. 

A limited number of copies of the 
report may be purchased by non- 
members at ANA headquarters, 330 
W. 42nd street, New York. 


Winthrop Shoe in 
Collegiate Drive 


One of the largest schedules ever 
bought in college papers will be 
used by Winthrop Shoe Company, a 
division of International Shoe Com- 
pany, St. Louis, in a fall campaign. 
Beginning at the opening of the 
school year, the copy will run for 
12 weeks, with at least one inser- 
tion weekly in every paper of a 
major university. 

The Winthrop shoe for men, sell- 
ing at from $5 to $8.50, will be fea- 
tured, with emphasis on its new 
antique copper shade. 


Wood Promoted by 
“Chicago Tribune” 

J. Howard Wood has been ap- 
pointed assistant auditor of the Chi- 
cago Tribune, succeeding J. A. Der- 
ham, resigned. 

Thomas R. Furlong becomes fi- 
nancial editor, succeeding Mr. Wood. 
He is succeeded as assistant finan- 
cial editor by Philip F. Hampson. 


Tourneur Names Kelly 
Tourneur Beauty Products, Inc. 
New York, has named Kelly, Na- 
son & Winsten, New York, to han- 
dle its account. Magazines and 
newspapers will be used. 


——————— 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


of the year featured in magazines. 


PUBLICATION | 


30 Church Street | 


sales promotion. 


Price $3.00. 


Outstanding Advertisements of the Year 


The current release of the Dartnell Service, 
contains a special report featuring twenty-six outstanding advertisements 


Not only are the advertisements reproduced but in each case data is 
given as to the results obtained and comments and analysis on the 
reasons for the success of the copy appeal. 


This single release will be sent on approval to executives interested in 


THE DARTNELL CORPORATION, 
CHICAGO, 


"Sales Promotion Plans,” 


4660 RAVENSWOOD AVENUE 
ILLINOIS 
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7 E. Hendricks, 
Directory Pioneer, 
Dies at Age of 90 


New York, Aug. 2.—Samuel El- 
wood Hendricks, pioneer business 
paper publisher who was active in 
advertising for over 60 years, died 
at his home in Ridgefield, N. J. 
last week at the age of 90. He was 
a vice-president of Thomas Pub- 
lishing Company. One of his sons, 
Oliver G. Hendricks, is a vice-presi- 
dent of the Thomas company. 

Credited with having originated 
program advertising, Mr. Hendricks 
entered the publishing business in 
1875. A social club in Brooklyn of 
which he was president found itself 
without money for a party which 
had been planned. Mr. Hendricks 
found a Bowery printer who would 
extend credit, and sold enough ad- 
vertising for an eight-page program 
in two days to pay all expenses and 
net a profit of $117. 


Started Directory Medium 


He handled program advertising 
for other clubs, theaters, and horse 
shows, and in 1876, he became part 
owner of the Daily Star, a New 
York newspaper. He was the first 
to recognize the possibilities in ref- 
erence media advertising, and pio- 
neered in that field by publishing 
Hendricks Commercial Register. 

Started in 1890, the Register was 
published for 23 years, when Mr. 
Hendricks joined Thomas Publish- 
ing Company. He is also credited 
with having been the first publisher 
of building reports, of the type now 
issued by F. W. Dodge Corporation. 

Mr. Hendricks’ career was marked 
by accomplishments outside the 
publishing field, too. He ran away 
from home when he was a lad of 14 
to enlist in the Union army, and 
fought throughout the Civil War. 
He took pride in being the youngest 
soldier to bear arms from the day 
of his enlistment. The musket 
which he carried for his 17 months 
in the service was one of his prized 
possessions. 


Preferred Work to School 


He went back to school after be- 
ing mustered out of the army, but 
soon abandoned educational pur- 
suits for a job in an iron works in 
a Pennsylvania town near his home. 
He stayed there only long enough 
to invent a device which he called 
“multo in parvo,” meaning “much 
in little.” 

Taking his device, he ran away 
from home again. He went to 
Philadelphia, talked an iron works 
into producing his invention on 
credit, and went into business sell- 
ing it. He traveled about the coun- 
try as a salesman, finally joining 
& construction firm in _ Buffalo. 
Within three months he was pro- 
moted to foreman, and then to sup- 
erintendent, and was sent to Jersey 
City and Brooklyn on larger jobs. 
It was in Brooklyn in 1875 that he 


PIONEER PASSES 


S. E. Hendricks 


renounced the building business in 
favor of an advertising career. 


ROY J. JONES 

New York, Aug. 1.—Roy J. Jones, 
connected for 49 years with the W. 
W. Sharpe & Co. agency here, died 
last week at the age of 64. He was 
in charge of the marine branch of 


the agency. He was known as Capt. 
Jones to his many friends around 
the Battery. 


J. C. WILBERDING 


New York, Aug. 1.—Joseph Cle- | 
ment Wilberding, vice-president of | 
Newspaper Groups, Inc., publisher 
of several comic and magazine sec- 
tions, died at his home in Pelham 
Manor last week at the age of 70. 
He began his advertising career on 
the New York World in 1896. Later, 
he served as New York manager of 
the Chicago Tribune office, and 
operated his own newspaper repre- 
sentative firm. He became vice- 
president of Gravure Service Cor- | 
poration in 1924. Gravure Service | 
adopted the name of Newspaper | 
Groups last December. 


— 


W. S. JONES 


Keene, N. H., Aug. 1.—As the pa- |! 
per which he once published was |% 
being merged, William S. Jones, 76, | 7 


died here. Mr. Jones, once half- 


owner and general manager of the | °°" 


Minneapolis Evening Journal, 


passed away last night. He retired 
from business in 1928 and since 
lived in this quiet retreat. 


Joins Liquor Papers 

R. B. Whitley has joined the ad- 
vertising sales staff of Liquor Pub- 
lications, Inc., New York, publisher 
of Wine and Liquor Retailer and 
American Wine and Liquor Journal. 
Mr. Whitley was previously con- 


nected with Liquor Store and Dis- | 


penser, New York. 


Franklin Moves 


Franklin Advertising Service, 


Boston, has moved from 234 Boyls- 
ton Street to 126 Newbury Street. 


When a great big beautiful thirty pound cake 
arrived for the members of the WTIC Play- 
house, we almost held out on them. So much 
all at once might go to their heads. 


* are 


Heart Attack 
Takes Gilhofer, 


of Outdoor Bureau 


Chicago, Aug. 2.—Henry F. Gil- 
hofer, veteran of the outdoor adver- 
tising field, and for many years with 
National Outdoor Advertising Bu- 
reau, of which he was vice-presi- 
dent and a director, died at his 
home in Wilmette, Chicago suburb, 
Monday morning of a heart attack. 
Mr. Gilhofer was 59 years old. 

He spent his early business career 
with the old Thomas Cusack Com- 
pany, Chicago, later joining the 
Buchholz Company, Springfield, 
Mass. Returning to the former 
company, he organized one of the 
first sales schools in outdoor adver- 
tising and thus pioneered in scien- 
tific selling. 

He joined the National Outdoor 
Advertising Bureau 21 years ago, 
when it consisted of two one-man 
offices, and played a prominent role 
in its growth to an organization of 
150 people operating in every state 
in the union, representing 225 ad- 
vertising agencies, and placing and 
servicing business with over 2,000 
plant operators. 

Mr. Gilhofer is survived by his 
widow, Lina, a daughter, Martha, 
and a brother, Charles. 


H. F. Gilhofer 


Gets Beverage Account 

Carbonated Beverages, Inc., De- 
troit, has appointed Bass-Luckoff, 
Inc., Detroit, as its agency. Posters 
and radio will be used in a cam- 
paign for Sweet Sixteen soft drinks. 
Milton C. Hirschfield is account 
executive. 


“House & Garden” 
Repeats Promotion 


The second annual “Merchandise 
of Merit” promotion under sponsor- 
ship of House & Garden, New York, 
will be launched Sept. 20, when the 
October double issue goes on sale. 
This is the annual fall home fur- 
nishings number, which includes 
the autumn manual for home and 
bride. 

The publication conceived the 
merchandising program in 1938 to 
secure maximum cooperation be- 
tween manufacturer and retailer. 


Whiteman Leaves 
General Foods 


Carl Whiteman has resigned as 

vice-president of General Foods 
Corporation and General Foods 
Sales Company, New York, effective 
Oct. 1. 
Mr. Whiteman will head his own 
organization, which will specialize 
in the marketing of grocery prod- 
ucts. 


Joins Standard 


V. A. Hinzenberg has been ap- 
pointed advertising manager of 
Standard Publications, Inc., New 
York. The company, which has 
moved to 30 Rockefeller Plaza, is 
arranging publication of the 1939-40 
edition of the Ballet Russe de 
Monte Carlo Souvenir Books. 


We didn’t—they loved it—and now they’re 
‘swinging into their eighth continuous year. 
With over 800 performances behind them fan 
mail has piled up past the 60,000 mark. And 
this with never a plug for fan mail nor an offer 


of any kind. 


If you ever baked a thirty-pound cake—or 
even thought about it—you’ll know the New 
England housewife who baked this one 
thought a great deal of the Players and WTIC. 
This is just one of many, many instances that 
show what a friendly audience WTIC offers 
50,000 Watts means it’s a 


any advertiser. 
big one. 
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IN SOUTHERN NEW ENGLAND WTIC RATES 


FIRST 


@iN LISTENER POPULARITY BY 2 TO 1 
IN THE HARTFORD AREA 


@ iN NUMBER OF NETWORK ADVERTISERS 
@iN NUMBER OF NATIONAL SPOT 


ADVERTISERS 


_WTIC. 


50,000 WATTS - HARTFORD, CONN. 
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Auto Manslacharers 
Set for Early 
1940 Model Debut 


(Continued from Page 1) 


parent difficulty of reaching a 
settlement with the unions. 
Packard Motor Car Company 
swung into new model production 
early in July and already has 
achieved heavy volume with every 
department working either two or 
three shifts. The introductory date 
was advanced as the result of a 


ing open house at its Cleveland 
plant Aug. 14, when the features of 
the new lamps will be demon- 
strated. 

Registration figures for the first 
half of the year indicate that the 
automotive industry attained an in- 
crease of about 45 per cent as com- 
pared with last year. Sales for the 
first half approximated 1,340,000 
cars, compared with about 960,000 
for 1938, the gain being about 430,- 
000 units. 

The relative popularity of brands 
is about the same as in 1938, except 
for Studebaker, which has climbed 
from 13th a year ago to ninth at 
present and believes that when 
complete June figures are in, it will 
be found to rank eighth. Dodge is 
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Hello, Boys and Girls! 
... Says SANTA 
Me-Tik, Billie the Brownie, 
1 the Reindeers and I 


reputation for aggressiveness by 
shooting the works. 

In the newspaper field, linage 
was 16.7 per cent above 1938 for 
the first half of the year, based 
on tabulations of Media Rec- 
ords, Inc., in all dailies in 52 lead- 
ing cities. The 1939 figure was 28,- 
147,703, compared with 24,114,643 
for the first half of 1938. 

Magazines have even more to be 
thankful for. Automotive manufac- 
turers increased their investments 
in this medium 53.9 per cent for 
the first half. Weeklies and semi- 
monthlies alone had a revenue of 
$6,139,178 from automotive adver- 
tising for the first half, compared 
with $3,983,673. Women’s maga- 
zines increased their automotive ad- 
vertising from $447,045 for the first 


Seven Indicted ; 
for Fraudulent 
Tire Advertising 


Columbus, Aug. 2.—Alleging 
fraudulent advertising, the Franklin 
County Grand Jury indicted seven 
tire companies this week. Those 
named were B. F. Goodrich Com- 
pany; Sears, Roebuck & Co.; Fire. 
stone Tire & Rubber Company. 
Goodyear Tire & Rubber Company: 
Western Auto Supply Company and 
the Power Oil Company and the Tire 
Mart, both operated by Meyer Hoff- 
man. The maximum penalty fo) 
the misdemeanor is 20 days in jail, 
or a $100 fine or both. 


; j The cut-price tire battle, de- 
sharp reduction in dealers’ stocks of | °V°" ™ore sensational than Stude- . coulda’ wait wit nent Christmas t say eae seven months of 1938 to $583,819) ..ribed in detail in ADVERTISING Act 
both new and used cars. Current baker, however, having virtually having the time of your lives this summer for the 1939 period. July 10, also involved substitution. 
inventories are reported the lowest doubled its sales for the first half Do a lot of swimming and hiking, so you'll be General magazines also fared according to Columbus officials, who 

and pressing Buick closely for well and strong all winter: We're busy mak- y 


since Packard entered the low price 
field nearly five years ago. It is be- 
lieved that dealers will be entirely 
out of old stocks when the intro- 
ductory copy appears and the fac- 
tory is devoting its entire resources 
to getting new cars into their hands 
by the announcement date. 

New lights will be the feature 
of most of the 1940 models and 
General Electric Company has 
taken advantage of the opportunity 
to join the preview ranks by hold- 


fourth place. Chevrolet leads, as it 
did a year ago, followed by Ford 
and Plymouth. Chevrolet’s first 
half sales will approximate 330,000 
cars. 


Strategy in Advertising 
With regard to advertising, the 


industry laid 1939 plans with great 


caution. Linage in January and 
February, while somewhat above 
the corresponding months of 1938, 


=e 
=i : in formulating definitions and|such phrases as ‘Save up to 50%, 
- standards for foods, it will recog-|‘40% off, ‘50% off,’ ‘half price,’ “2 
ye . nize optional use of sugar and dex-|for the manufacturer's list price of 
Smal | trose (refined corn sugar) without |1,’ ‘50% saving,’ ‘up to 50% off,’ and 
Tg a] ae label declaration of their presence, | representations of similar meaning. 

a ~. thus perpetuating the ruling on corn —— 

Z 7 q ma sugar issued in 1930. This principle | Robertshaw in 

a | was temporarily voided when the . 

'Z = | lak a new food and drug act became Hotel Campaign 

5 iat effective June 25, but is now re-| Robertshaw Thermostat Com- 
1 HN pany, Youngwood, Pa., has _ insti- 
| Brad pp stored to full force. é , 

s las All six members of the food | tuted 2 campaign in hotel and res- 
aa) | | ih . : € 1000 | taurant publications to educate that 
vs = | standards committee are expected | golg to improvements made in gas 

; iat — to attend the Aug. 24 session, which | equipment. 

0 ry ee A will be devoted largely to miscella- A supplementary direct mail 
ii — neous data. As all trade testimony | campaign is built around a new 
sft has already been presented, the| booklet, “Hidden Losses in Your 


Polk & La Salle Streets 


Complete facilities for the produc- 


tion of copy to the mailing or ship- 
ping of the completed job 


housed in this modern, fire-proof 
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a Catalog, Publication, Book- 
let, 
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Apparently determined to take its cus- 

tomers’ minds off these torrid days, Ed. 

Schuster & Co., Milwaukee, uses this 
disarming theme in newspapers. 


was in the nature of a feeler. When 
the field became convinced, by ris- 
ing demand, that the prospects 
were really there, it lived up to its 


Be it 


Broadside or other form 


CHICAGO 


well, taking in $623,673 from the 
automotive field for the first seven 
months of 1939, compared with 
$334,455 in 1938. 

Radio appears to have carried less 
automotive advertising this year 
than of yore. The three major net- 
works report income from. this 
classification of only $1,950,109 for 
the first half of 1939, the 1938 total 
being $2,770,552. Spot radio has 
also been used somewhat less. 


Old Ruling 
on Corn Sugar 
Is Perpetuated 


Washington, D. C., Aug. 3.— 
Though the next meeting of the 
food standards committee of the 
Food and Drug Administration will 
not be held until Aug. 24, an im- 
portant ruling was made today by 
the Department of Agriculture. 

The Department announced that 


meeting will be an executive ses- 
sion. 

Decision will also be made as to 
which products shall be studied 
next. Members of the committee 
include W. B. White and W. S. Fris- 
bie, of the Food and Drug Adminis- 
tration; and the following state rep- 
resentatives: J. J. Taylor, Florida; 
Guy J. Frary, South Dakota; C. D. 
Howard, New Hampshire, and Mrs. 
F. C. Dugan, of Kentucky. 


° at Mr. Burritt was president of 
tion of Printing from the prepara- | Fitzgerald Honored Leonard Refrigerator Company, 
@ @ Every piece of printing on 80th Birthday Grand Rapids, Mich., when i 


Two hundred friends, including 
civic leaders and well known fig- 
ures in the outdoor advertising in- 
dustry throughout the country paid 
tribute to Frank A. Fitzgerald, 
president of the Cream City Out- 
door Advertising Company, Mil- 


iat ais : e2 > waukee, on July 19, the occasion 
building. Orders of any size can of advertising literature, from of his 80th birthday. 
Fee) _ A native Milwaukeean, longtime ’ 
be handled efficient! and rom +| the “7 first step to the last, job printer and theatrical advertis- 
y p pry. each is handled by men with ing agent, Mr. Fitzgerald founded 
wre : . 2 < his company in 1890 and has headed 
Located within easy walking dis- years of experience in the it ever since. He was also one of 
hich ye i the organizers of the Outdoor Ad- MILLER & 
tance of Chicago's Loop district it ighest standard of quality. vertising Association of America. 
; We welcome an opportunity we 2900 
is most convenient for buyers to to cooperate with Buyers Guide” HUTCHINGS 
1 n 
Y ep — Changes Hands 
drop in at our office and discuss your next job of printing. Western Construction Publica- 
tions, Inc., San Francisco, has a 
h ° -_— . bought Pacific Coast Buyers Guide. 
their printing plans with us. sae The paper is an index to agents for 


industrial equipment and also acts 
as a clearing house for used equip- 
ment. 


PRINTING PRODUCTS CORPORATION | sewssysetenrns | rxoro-reonave 


| Madison Foods, Madison College, 
| Tenn., has appointed Dillingham, 


Livermore and Durham, New York, | 


ito handle promotion of its soy bean 
foods. National magazines will be 


said that first-grade tires wer 
advertised at specified prices, and 
lower grade products actually sold 


‘Ruthless’ Warfare Cited 


The Columbus Better Business 
Bureau said that it has labored dili- 
gently in an effort to bring peace to 
the tire industry, but without avail, 
the newspapers being used as a bat- 
tle ground for ruthless and unre- 
mitting warfare. It continued: 

“All the indictments involve com- 
parative price advertising in one 
form or another. It is believed that 
these are the first indictments of 
their kind to be returned by a grand 
jury in connection with the recent 
tire advertising such as was pub- 
lished in many cities from coast to 
coast. Various articles appearing 
in trade publications in July indi- — 
cate that the whole tire industry 
has been torn by the avalanche of 
allegedly deceptive copy which fea- 
tured not only comparative prices 
based on so-called list prices, but 


Kitchen and How to Find Them.” 
Williams & Saylor, Inc., New York, 
handles the account. 


Henry Burritt 
Leaves Kelvinator 


Henry W. Burritt has resigned as 
vice-president in charge of sales of 
the Kelvinator division of Nash- 
Kelvinator Corporation, Detroit, to 
become president and general man- 
ager of Eureka Vacuum Cleaner 
Company, Detroit. 


merged with Kelvinator in 1927. 
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Coming 
Conventions 


Aug. 22-24. National Sign As- 
ciation convention, and Interna- 
onal Sign Exposition, Hotel 
Stevens, Chicago. 

Sept. 11-14. Annual convention, 
financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
ciation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 

Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 

Oct. 25-28. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


Alberger Represents 


“Real Estate Journal” 


John L. Alberger has been ap- 
pointed Eastern representative of 
Wational Real Estate Journal, Chi- 
cago. His offices are in the Lincoln 
MmBidg.. New York. 

' Mr. Alberger was formerly with 
jlaker Advertising Agency and 
Parents’ Magazine. 


Wemple Adds One 

Jack C. Wemple Advertising, 
iGreen Bay, Wis., has been appointed 
the agency for Hudson-Sharp Ma- 
thine Company, of Green Bay. 
se papers and direct mail will 
e used. 


Lewis Leaves Spot Film 
Leonard Lewis has resigned as 
vice-president in charge of radio 
nd television of Spot Film Produc- 
ions, Inc., New York. 


Delightfully transformed 


with new furnishings . . . 
new decorations ... new 
equipment... The Black- 
stone now offers you 
modern, up-to-date com- 
forts and conveniences, 
yet maintains that rich, tra- 
ditional atmosphere which 
has made it world famous. 
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The Blackstone 
MICHIGAN AVENUE 
CHICAGO 


HEADS DENVER CLUB 


William Earl Martin, public relations di- 
rector, Industrial Federal Savings and 
Loan Association, who has been elected 


president of the Denver 


Advertising 
Club. 


Eager Prospects 
Await Piano Copy, 
Manufacturers Told 


(Continued from Page 1) 
crease in my business for the next 
year.” 

Mr. Collins declared that there 
are many famous names in the 
piano field, including Steinway, 
Mason & Hamlin, Baldwin, Knabe, 
Chickering, Sohmer and Kranich & 
Bach. These names he character- 
ized as “sleeping beauties, waiting 
for Prince Charming’s kiss _ to 
waken them to life. And Prince 
Charming is advertising, for adver- 
tising will show that these names 
which are so well established in 
people’s minds as representing the 
integrity of the manufacturer, also 
represent newness and distinctive- 
ness in styling and moderateness in 
pricing. 

“It takes real courage to adver- 
tise a business when conditions are 
adverse,” he added, but “it takes 
just good business sense to do so 
when business conditions are fa- 
vorable.” 


Energy Blessing 
Now Offered to 
Female of Species 


(Continued from Page 1) 

|}and peevish—old and haggard look- 
ing—if you're losing your boy 
friends to more attractive, peppy 
women—if you feel tired out, limp, 
listless, after the weakening hot 
summer months and it’s an effort for 
|} you to get up mornings—it’s time 
ito wake up. No man likes a tired, 
| weak, rundown, nervous woman.” 

| “To be popular, win romance and 
really enjoy life—whether you’re 16 
or 60—you need lots of pep and 
jenergy.”’ The advertisement carries 
|a coupon offering a sample bottle of 
‘the compound. Erwin, Wasey, New 
| York, is the agency. 


Nemo Increases Schedule 


| Kops Brothers, Inc., New York, 
| will use 61 newspapers from coast 
| to coast in an augmented fall drive 
for five different Nemo foundation 
garments. Total number of inser- 
| tions will represent a 62 per cent 
| increase over the fall of 1938. The 
|}company will also continue its co- 
|operative newspaper advertising. 
E. T. Howard Company, New York, 
is the agency. 


Joins Mueller 


Rockwood Mueller has resigned 
as account executive of Charles A. 
Mason Agency, Detroit, to become 
sales counsel for E. B. Mueller 
Company, Port Huron, Mich. 


Plan Golf Tourney 


| The outdoor advertising industry 
of Chicago will stage its own golf 
tournament at Medinah Club Aug. 
15. Everyone interested in outdoor 
advertising is invited. 


110 Years of 
Whisky Labels 
Features Reprint 


New York, Aug. 3.— Famous 
labels from the whisky field high- 
light a promotion piece released to- 
day by Bellows & Co., one of the 
oldest importers and dealers in fine 
wines and spirits in the United 
States, based on its four-color bleed 
page advertisement in the July is- 
sue of Fortune. 

This advertisement reproduces 
labels used on Bellows’ products 
since the business was established 
nearly 110 years ago. Among them 
are several which were used in 
pre-prohibition days on _ private 
bottlings for some of the most 
famous figures in recent American 
public life. Seen in the group are 
the names of Marshall Field and 
Rodman Wanamaker, famous in the 
mercantile field; James J. Hill and 
Cc. P. Huntington, renowned rail- 
road men; Chauncey Depew, distin- 
guished raconteur; Jay Gould, J. 
Pierpont Morgan and August Bel- 
mont, potent financial giants. 


Age Is Emphasized 


These old labels, grouped about a 
reproduction of Bellows’ Wall 
Street establishment of seventy 


years ago, occupy the left-hand half 
of the advertisement. On the right 
are shown labels of a few of the 
company’s leading products of the 
present time, displayed around a 
drawing of Bellows’ headquarters 
at 67 East 52nd street, New York. 
Bellows & Co. stresses the theme, 
“We served your grandfathers and 
expect to serve your grandsons.” 

The promotion piece consists of 
four pages with a reproduction of 
the cover of the July Fortune on 
the front, followed by a list of out- 
standing Bellows’ products on the 
second page. The third page is a 
reproduction of the advertisement. 
Dealers have commented enthusias- 
tically on the promotion piece and 
many are also finding it effective in 
interesting new prospects and im- 
pressing old customers with the 
character of the Bellows line. 

Albert Frank-Guenther Law, Inc., 
is the agency. 


Robinson Forms 


Opinion Research 

Opinion Research Corporation has 
been formed in New York by Dr. 
Claude Robinson, formerly asso- 
ciated with Dr. George Gallup in 
the American Institute of Public 
Opinion. 

Dr. Robinson is president of the 
new organization, which has taken 
quarters in the Chrysler Building. 


Letter Week Planned 


A window display contest will be 
a feature of National Letter Writing 
Week, Oct. 1-7, sponsored by the 
Paper Stationery and Tablet Man- 
ufacturers Association. Cash prizes 
amounting to $510 will be awarded 
to retailers for the best window dis- 
play of writing paper, ‘including a 
poster furnished by the associa- 
tion. 


Dye Works to Kimball 


United Piece Dye Works, Lodi, 
N. J., has appointed Abbott Kimbal]] 
Company, New York, to direct its 
account.. Willoughby Sharp, authoér 
and former treasurer of Interarher- 
ica, Inc., New York, has joined the 
agency as account executive. 


Agency for Maxim 


Eldridge-Northrup, Inc., Trenton, 
N. J., has been appointed to handle 
advertising of Maxim Instrument 
Company, Trenton. Newspapers, 
magazines and trade papers will 
promote the company’s photo- 
graphic exposure meters and sun- 
shields. 


O’Brien Changes 

William O’Brien has left Mc- 
Cann-Erickson, Inc., Boston, to re- 
turn to John Donnelly & Sons 
Company, Boston, after a lapse of 
15 years. He will be in charge of 


the national advertising division. 


/ 


easily and at low cost. 


Discounts. 
of the gross billing. 
market information. 


NEW YORK 


this very pleasant state of affairs. 
daily representing 200,000 people in Iowa's Richest Market. 


Cedar Rapids is the fourth largest city in lowa .. . ; - 
Cedar Rapids Gazette has led all lowa dailies in paid advertising linage* 
profitable results to be the leader year after year. 
traditionally knee-high by the fourth of July 
from stepladders on that date this year. 
be your stepladder to better business. 

Avoid the headaches and expense of hit-or-miss schedules. 
consistent Gazette advertiser and take advantage of 1&1 Frequency 
Place 13-26 or 52 week schedules and save up to 10% 
Write today for full details and complete 


A Bumper Crop of Sales and 
Profits for Advertisers in | 


The Cedar Rapids Gazette 
.... Still eading ALL 


 idverltber9 
Line! 


How lowa Daily Newspapers Ranked 
in Paid Linage for First Six Months 


og Alas, Crops, Prospects are all above normal in lowa this year. Alert advertisers who place 
schedules in the Cedar Rapids Gazette, lowa’s No. 1 newspaper, are going to cash-in on 
Your ads in the Gazette go into more than 42,000 homes 
That means added sales made 


lowa corm... 
... had to be measured 
Let this aggressive daily 


Be a 


"Blankets lowa's Richest Market” 


The Cedar Rapids Gasette 


Represented Nationally by 


ALLEN-KLAPP-FRAZIER CO. 


CHICAGO DETROIT 


yet for 44 consecutive years the 


(\ £9) 
ie Grou r 


IOWA 


1939 


(As Reported by Media Records and Iowa Daily Press Association) 


THE CEDAR RAPIDS GAZETTE 3,547,460 agate lines 


The Des Moines Register a 
The Davenport Times 3,198,132 
The Davenport Democrat . 3,180,548 
The Des Moines Tribune 3,057,256 
The Waterloo Courier 2,757,440 
The Sioux City Journal 2,378,614 
The Council Bluffs Nonpareil. 2,234,586 


It takes consistent, 
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28 ADVERTISING AGE August 7, 193, i 
— 
———_ 
Network Billings with July billings reaching $216,583 . « . . 
compared with $167,108 in the same TL x oO ta ti V it VY Ir I I Lp¢ rta t 
U 29 P r Cc nt 1938 month. It was Mutual’s 15th e e 1 Cc n 
p e e consecutive monthly increase. Bill- 
O L t Y ing of the network so far this year ar ets 
ver Las ear reached $1,840,818 for a 21.9 per 
° ° 21 y ’ e *-s *. * 
New York, Aug. 2.—Continuing to | cent gain over 1938's $1,509,287. Based on total retail advertising volume in all newspapers in each city. 
reflect unusual radio activity this mae ~ Amen 
summer, July billings of the three] Syyqnk Color C (Copyright, 1939, by Advertising Publications, Inc.) 
. , ° 
national networks soared 29.3 per an ofor op y nae : 
cent ahead of the corresponding F N Ww 
month last year, it was revealed to eature e 
here today. Cumulative billings for H lid C m : 
the first seven months were 10.7 per O11 ay a Pp aign RETAIL ACTIVITY | 
cent higher than in the same period| Attleboro, Mass., Aug. 3—Coinci- inMAJOR MARKETS Rel 
in 1938. dent with the opening of its new compared with last year ash 
Total volume done by the three | ¢a}) and holiday lines, Swank Prod- nbpwne 613 
— in wt gee gee to "a ucts today announced the forthcom- Total venation, a 
,191, compared with $4,493,375 | ing campaign in national magazines oan 
in July, 1938. Billings for the seven | ,,,; i a : 
the of thi $46,988 will be the largest in its history. — 
ose. te Ban . y ‘th gue 1088 gure | Details of the program will be pre- Adv. 
ot $ 42.4 a 583 ad © Bure | sented to sales conventions sched- us 
got tae , uled for leading cities throughout s 
July billings of Columbia Broad- the country x 
casting System totaled $2,311,953, With pros cts for increased vol — 
which was 69.1 per cent higher than ts a - Iry bright, th sales 
the July, 1938, fi (ieee. oe eee eee grad 
e u y; ’ gure oO ’ ’ . . . . 
Thus far this year, CBS billings company will build its sales story vn 
total $19,264,926. fo a 13.7 ,| around color insertions in Collier’s, 7 14 2! 28 4 | 18 25 1 8 1§ 22 29 6 13 “ 
7 ee Sone - o Esquire, Good Housekeeping, Lib — v 
gain over 1938's $16,949,912. Last , Boss JAN. JULY AUG. SEPT. OCT. an 
month was the best July ever re-|¢?ty» Life, The Saturday Evening ‘ : Colle 
corded by CBS Post and Time. The schedule also § ye 
: includes the Christian Science Mon- “dete, Geen a 
s 20th Straight Increase i j 0 Gain % Gain ~y 
Enjoy a ttor. New designs for belt buckles, 30-Week 30-Week 30-Week or Loss or Loss oll 
National Broadcasting Company rd regen by —- mf and cravat Period Period Perica 1939 1939 Week Week % Gain me ’* 
reported July billings of $3,283,555, | Chains wi eatured. wr “rg: ee ti ne a i aE ties to ee 
which topped the July, 1938, total of Alfred J. Silberstein, New York, oe = cht Bet at A a Ae a rt act a eae — ur 
j cron, ec eeeerrreeeere ’ , ’ ’ ,653,65 — “ —20. , ' é —1]13 porn 
$2,958,710 by 11 per cent. July was | !s the agency. Albany, N. Y. 5,667,790 4,951,281 4,798,743 —153 —3.1 124,398 134,431 +81 S*. 
the 20th consecutive month in Altoona, Pa. .......... 4,031,635 2,915,939 3,292,387 —18.3  +12.9 79,478 99,421 +2518 
which NBC business improved. pie SS Peer reer 8,932,476 8,349,096 9,582,496 +7.3 +14.8 237,174 334,740 +411 2 — 
Cumulative NBC billi for th Elgutter Moves Baltimore, Md. .... 13,221,115 12'330,887 12,394,638 —6.3 +05 321,777 333,547 3 
umulative billings for the ait : : —= 
first seven months of this year Maurice Elgutter, Advertising, has | Birmingham, Ala. . 7,269,584 7,073,122 7,323,400 +0.7 +3.5 222,110 232,288 +i Bh expe 
hed $25,882,494 79 ve t moved from 53 West Jackson to 20| Boston, Mass. ......... 11,350,182 10,327,918 10,568,259 —6.9 +2.3 247,622 222,835 —10.0 Mand 
reacne 002,294, a to per cent) East Jackson Boulevard, Chicago. | Bridgeport, Conn. 5,796,288 5,106,248 5,536,922 onnd.8 +8.4 147,980 171,584 +160 Mtr: 
upturn from 1938's $23,982,384. The new telephone number is Web- Vapureem, Ti, Fe ssa 10,568,264 Sisnaees 8=— a oe eee eee ee 4 eee ° give 
Mutual Broadcasting System ster 7633. The agency specializes Camden, N. J. ... 2,312,363 2,115,730 2,327,666 +0.7 +10.0 62,235 78,405 +26 i 
chalked up a 29.6 per cent gain,’ in trade paper and mail campaigns. | ‘’e¢ar Rapids, la. ..... 2,995,006 2,668,190 2,768,008 —7.6 +3.7 75,628 80,864 +n. 
Charleston, W. Va. .... 6,599,516 6,291,494 5,890,647 —10.8 —6.4 167,216 182,518 +93 7.— 
== Chattanooga, Tenn. 3,702,338 3,532,555 4,282,081 +15.7 +212 179,221 139,240 —22 
£Chicago, Ill. ......... 19,033,513 17,960,374 16,864,287 —11.4 —6.1 357,831 371,538 +35 Ac 
» = ‘ of. Cincinnati, O. ......... 10,112,791 8,661,567 8,885,153 —12.1 + 2.6 195,853 212,949 +8 
Cleveland, O........... 12,284,196 10,034,721 10,124,372 —17.6 +0.9 249,943 298,198 +193 Gi 
ap a Columbus, O. ...... 8,158,133 7,081,428 7,577,507 —7.1 +7.0 206,304 208,959 +1 | 
Dallas, Tex. .......... 12,234,296 11,907,458 11,932,563 —3.5 +0.2 310,117 319,329 +3. 
e B '° Davenport, Ia. ........ 5,919,172 5,429,254 5,259,216 —11.2 g.4 155,316 149,338 —3) Th 
Dayton, O. ..... 9,004,586 7,271,046 7,863,466 —12.7 +8.1 184,282 218,666 +18. 
UStHESS (AVA Denver, Colo. .......... 5,828,595 5,244,226 5,180,674 =A 175,553 163,151 —7i@ Ch 
Des Moines, Ia. ....... 3,754,932 3,668,196 3,812,235 +1.5 +3.9 100,977 110,271 +9. fhnent 
Detroit, Mich. ...... 12,938,478 9,949,614 11,238,390 —13.1  -+13.0 253,121 293,117 +15.Bne | 
El Paso, Tex. 5,993,608 5,809,313 5,991,252 ies +3.1 169,106 178,164 +5 
eS . eae 5,271,504 5,072,266 5,431,314 +3.0 +7.1 133,196 171,276 + 280pne | 
Fall River, Mass. ..... 2,053,047 1,833,306 1,914,046 —6.8 +4.4 56,524 53,730 —aagehe 
Flint, Mich. ....... 5,244,582 3,926,594 4,663,182 —11.1 +18.8 109,088 129,808 +19. §Sigr 
Fort Wayne, Ind. 6,839,784 6,141,247 6,010,308 —12.1 —2.1 286,622 187,544 —34.\Bprofe 
J, a aa ee 4,333,968 3,253,244 3,341,677 -22.9 +2.7 85,346 110,453 + 29.48: 
Grand Rapids, Mich. 6,139,706 4,879,038 4,939,362 —19.6 +1.2 118,468 124,460 +5. ae 
Greenville, 8S. GC. ...... 3,859,292 3,568,058 3,702,906 —4.1 +3.8 101,654 99,107 =a hort 
Houston, Tex. ....... 9,365,194 9,419,560 9,610,276 + 2.6 +2.0 296,842 304,514 +2608 a 
Indianapolis, Ind. 10,689,712 8,927,472 9,308,860 —12.9 +4.3 226,492 252,980 +1158 Mi: 
Jacksonville, Fla. ..... 5,192,600 4,899,100 5,164,418 —).6 +5.4 154,336 176,890 +1408 
Jersey City, N.J....... 1,424,126 1.205.178 1,248,733 12.3 +3.6 28,105 24,732 —12i/8. 
Kansas City, Kans. 1,536,913 1,600,179 1,463,154 -4.8 —8.6 48,076 43,722 —9.) _— 
Knoxville, Tenn. ...... 5,798,422 5,715,750 6,053,598 + 4.4 +5.9 160,006 176,064 +10 a 
over 1938 Little Rock, Ark... 5,460,210 5,195,660 5,215,070 —4.5 +0.4 178,752 172,676 —8.4 Massis 
Los Angeles, Cal. ..... 14,697,100 13,178,896 14,269,959 —8.9 + 9.0 420,682 399,811 —5.iB vag 
Louisville, Ky. ........ 9,215,930 8,074,577 8,188,450 —11.2 +1.4 221,677 234,563 +548. g 
ns en seh eee O80 5,809,944 4,573,030 4,838,23 -16.7 +58 137,368 137,942 yi] a 
SOUTH TEXAS IS RICH—THE EXPRESS AND THE EVENING Manchester, N. H. . 2,104,564 2,094,530 2,171,474 +3.2 + 3.7 56,310 58,508 +3.9 ove 
NEWS ARE SOUTH TEXAS’ HOME NEWSPAPERS Memphis, Tenn, ee 6,877,964 6,374,368 6,729,870 —2.2 ~5.6 201,432 202,594 +0.6 
ttMilwaukee, Wis 9,964,269 8,419,008 8,041,938 19.3 om§..5 224,262 196,372 —12.4 
These two newspapers’ circulation and advertising have increased Minneapolis, Minn. 8,437,286 7,539,375 7,700,676 —S8.7 +2 164,071 181,047 +10. 
consistently, month after month, for the past five years. New Bedford, Mass 1,974,560 1,794,030 1,772,848 —10.2 —1.2 51,128 49,546 —3.] A 
New Haven, Conn. 5,481,300 5,173,042 5,253,598 ~4,2 +1.6 146,244 144,718 —1.1 Bay 
6 I SUNDAY EXPRESS I New Orleans, La. ..... 11,554,347 10,494,840 11,046,562 4.4 + 5.3 308,540 369,494 +195 Hour‘ 
e 0 * fe) New York, N. Y. . 37,727,287 33,081,237 33,142,856 12.1 +0.2 691,388 764,547 = +10.6 Bric 
: . GAIN Brooklyn, N. Y. 3,913,281 2,878,085 2,288,846 41.5 —20.5 65,5 5 —19.7 
Circulation Advertising ota nn hose 
. : : : Norfolk, Va. 5,508,146 5,353,082 5,465,390 —0.8 2.1 186,326 164,892 —llif,, 
First six months 1939 over like period 1938 Oakland, Cal. ...... . 4,444,712 4,145,022 4,450,623 0.1 +7.4 125,429 111,895 —108 Mod 
DAILY EXPRESS ‘tOklahoma City, Okla. 6,902,338 6,914,241 5,255,810 -23.9 —24.0 196,994 141,344 —28.3 Bisym 
: | y/ y/ Peoria, Ill. ...... 6,719,787 5,738,254 6,142,047 -8. + 7.0 156,979 166,058 +5.8 Bip: 
5. 2 oO GAIN 8.0 (e] Philadelphia, Pa. 17,379,363 14,774,916 15,508,245 10.8 +5.0 357,979 401.561 +12.! oo 
Circulation Advertising Phoenix, Ariz. 4,190,900 4,425,090 4,192,034 owe —5.3 125,286 114,646 —$ nai 
: . . . Pittsburgh, Pa. 14,663,306 11,574,234 11,504,733 21.6 —O.6 278,642 291,466 on 4 — 
First six months 1939 over like period 1938 Portland, Ore. 7269-306 6 609 252 7191207 “11 g's 212°688 223,706 +652 fisin 
EVENING NEWS Reading, Pa. 6,236,124 5,415,679 5,688,825 &.8 +5.0 154,644 164,592 +64 BB Wej: 
« fe) oy | 0 Richmond, Va. : 7,546,154 6,846,490 7,314,038 3.1 6.8 166,502 187,754 +12. Tho! 
: F GAIN _ Rochester, N. Y. . . 10,472,957 8,129,717 8,633,989 17.6 +6.2 282,259 243,679 —13 ~~ 
Circulation Advertising Rock Island-Moline 5,127,455 4,869,788 1,743,470 7.5 2.6 128,968 126,280 —) *n 
First six months 1939 over like period 1938 Rockfard, Ill. 4,772,684 4,552,758 4,593,792 3.8 0.9 144,676 190,806 +3 n 
A Sacramento, Cal. 4,971,155 4,461,083 4,751,866 4.4 6.5 120,932 34,414 +111 De 
10 1) — copies EXPRESS and EVENING San Antonio, Tex 3,807,093 3,539,221 4,044,561 +-6.2 14.3 117,544 127355 +4 ice 
« EWS daily (A. B. C. Publisher's State- San Diego, Cal... . $8,260,204 7,067,124 7,288,309 —11.8 -3.1 200,326 210,266 86+ ‘ 
ment for quarter ending June 30, 1939) Seattle, Wash. .. 5.872.866 258.579 6.358.32 Lg 0.9 169.554 200,088 +18 
: **South Bend, Ind 470,486 4,005,540 068.390 $3.9 23. 111,448 86.411 —2? = 
82 20 net copies SUNDAY EXPRESS s§Spokane, Wash 4.461.380 11124.974 3 780,224 15.3 <4 124,208 105,966 —14 7 
9 St. Louis _Mo 11,187 545 10,140,255 10,244,225 8.4 1.0 273.350 291,925 +0 ANY 
riTSt. wo | $986,398 6,511,972 943,892 14.2 £—S.7 134,683 166,090 +2 
*Syracuse, N. Y B, 830,908 i _— . ~+«#¢¢ee6e% Sine seee 183,693 j} jj i seseese . 
7 ,0 2 I,1 ty % Tacoma, Wash 3,722,880 1,364,466 3,576,174 4.0 +6.3 96,810 97,804 +1 
: : — . : | Tampa, Fla 2,639,640 3,447,318 3.804.276 4 10.4 93,758 8,366 +36 
Lines of Paid Advertising for First Six Months 1939 | Toronto, Ont.. Can 11.595.241 10.001.224 0 418 660 18.8 5's 264504 yee al 
| Troy, N. Y. . Toes 2,461,536 2,344,510 2,459,216 01 +49 56,574 63,686 +}: ry 
612,516 Tulsa, Okla 5,611,530 5,153,250 5,110,672 8.4 O.8 152,908 132,972 —i on 
Washington, D. Cc 21,526,153 19,198,061 19,096,471 11.3 0.5 470,800 452,593 = er 
Lines More Than for Like Period 1938 4 Worcester, Mass 7,033,764 6,485,873 5,995,619 —14.8 7.6 167,741 139,902 —!° St. 
: oungstown, 0. 5,271,392 257,797 303,02 ; 7 9 +h 
The people who buy The Express and The Evening News— nw _ eee Bae wwe pate atte = 4 3.8 117,442 132,139 ae Rat 
two separate and distinct newspapers, each with its own staff and Total .591.138.596 523,765,244 532,587,922 —9 17 14,281,830 14,778,993 +35 $3, 
each rendering its own distinctive service to the merchandising field Se age — — - : — 
of San Antonio and the region—also buy many other things. These Acc Racing ange str ocd a fon a “game Agures deducted from totals. 
residents of the San Antonio market and its trade territory have °*News-Times discontinued Dec. 28. 1938. on 
steady-going purchasing power and they use it in the business which ttMilwaukee News discontinued Jan. 14, 1939. 
The Express and The Evening News create for their advertisers. *7TOklahoma News discontinued Feb. 24, 1939. 
| ‘' Worcester Post discontinued Oct, 1, 1938. 
e §§Spokane Press discontinued March 18, 1939. 
77TSt. Paul Daily News discontinued April 30, 1938 
al onid ¥ 4434 {Chicago Herald & Examiner reduced to tabloid size Sept. 1, 1938. 
| tBuffalo Times discontinued Aug. 1 All Buffalo figures deducted from totals. 
SAN ANTONIO EVENING NEWS | " aimee =e 
: Delany with Agency TORONTO] 
Jexas’ Foremost Newspapers William H. Delany has joined | Jmonrea 
Carter-Thomson Company, Phila- | | W'!*N!rES 
delphia, as account executive. | Ftonoon t0 
as ‘ ; a + ¥ 
ee a ent! oF , Ps tes i af 
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ADVERTISING AGE 
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“Help Wanted,” 
pepresentatives Available,” 
ash With order. 


30 cents 


The rates for this department are as follows: 
“Positions Wanted,” 


and 
Terms 


“Representatives Wanted,” 
a line, minimum charge $1. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


4.75 per inch. 


Write for folder describing discounts for term insertions. 


—_—_ 


POSITIONS WANTED 


POSITIONS WANTED 


_ 

iv. Copywriter, age 23, desires posi- 
n with mfg. company—mail order 
yse. Excel. business references. 3 
- Northwestern Commerce School. 
x 1838, ADVERTISING AGE, Chi- 


go. 


«gles and Advertising Man. College 
raduate. Married. 28. Directed 
‘wn agency. 6 years experience mer- 
andising, sales promotion and copy. 
eferences. Available immediately. 
nox 1839, ADVERTISING AGE, N. Y. 


college trained advertising man, 28, 
; years experience in sales supervi- 
sion, market research, general adver- 
ising Wants a better job. Employed 
but desires work with future. 

nox 1840, ADVERTISING AGE, Chgo. 


EDITOR WILL PUT NEW LIFE in 
vour house organ. Trade, urban, farm 
veriodical experience. Part time ba- 
is Midwest. Let’s talk it over. Ad- 


dress 
cox 1841, ADVERTISING AGE, Chgo. 
HELP WANTED 


Experienced young woman secretary 
and assistant to business paper edi- 
tor; must have editorial experience; 
give refs., full details, confidential, 
our staff knows. Address 

Box 1842, ADVERTISING AGE, Chgo. 


Is your COPYWRITER on vacation? 
We'll sub for 10c per typed line in ad- 
vance. Copy mailed same day. Copy 
Builders, Box 915, Buffalo, N. Y. 


PHOTO AD-CARDS 


BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on _ request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


SPECIAL SERVICE 


COSTS LITTLE!! DOES WONDERS!! 
Newest process eliminates expensive 
typesetting and cuts! Ideal method 
for reproducing all sorts of pictorial 
sales letters, booklets, bulletins, house 
organs, testimonials, etc., etc, 

ANY SIZE CAN BE FURNISHED 
500 Copies (8%x11") $2.63 
Additional hundred copies only 22c 

Instructive Manual sent free—on 
request. 
LAUREL PROCESS, 480 Canal St., 
N. Y¥. C. 


In New York City and Metropolitan 
Area, a trained representative will 
call on request. Just phone WAlker 
5-0526. No obligation. 


Advertising Girls 
Give Pointers to 
Theta Sigma Phi 


Chicago, Aug. 3—Women promi- 


tfnent in advertising and publicity in 
‘ithe Mid-West will have a part in 
“;[fhe program and arrangements for 
“-Mthe annual convention of Theta 
Sigma Phi, national honorary and 


professional fraternity for women 
in journalism, which meets at 
Northwestern University, Aug. 17, 
18 and 19. 


Mary Pentland, winner of the 
josephine Snapp award for out- 
tanding achievement in advertising 
xy an American woman, and now 
assistant publisher of Parents’ 
Magazine, is scheduled to speak on 


"“_ #voman’s contribution to the field of 


advertising. 
Plan Career Clinic 


A highlight of the program is a 
lay of “job symposiums” when 
‘ourteen journalistic fields will be 
liscussed by women well-known in 
‘hose flelds. Virginia Huss, editor, 
Modern Beauty Shop, will lead the 
symposium on writing for business 
papers; Mercedes Hurst, of the 
dvertising department, Common- 
wealth Edison Company, on adver- 
‘sing and promotion; Margaret 
Veishaar, copywriter, J. Walter 
‘hompson Company, on agency ad- 
frusing; Kathleen O’Grady, adver- 
“sing manager, Mandel Brothers, on 

partment store advertising; Ber- 
“ce Cranston, of the Louis J. 

wan Publicity Company, on writ- 


the 
Venter of 
St. Louis 


ing and placing publicity; Marion 
Van, career shop promotion, Carson 
Pirie, Scott & Co., on preparing for 
professional writing. 


Intimate Lunch Groups 


Further to acquaint delegates with 
ijifferent journalistic fields and their 
yersonnel, a unique idea is being 
nstituted of having “little lunch- 
2ons” at which different tables will 
»e devoted to different fields, with 
someone prominent in that field as 
nostess. The radio table will be 
veaded by Martha Crane, of WLS’ 
Feature Foods program; business 
paper by Lucy Moore, of Banning 
and Moore, Los Angeles; shopping 
columns, by Ramona Beck Luck, 
Iowa Newspapers. 

Among well-known newspaper 
women who will appear on the pro- 
gram are: Nell Snead, woman’s 
editor, Kansas City Star; Patricia 
Dougherty, woman’s editor, Chi- 
cago Evening American; Martha 
Dalrymple, of Fortune; Catherine 
Dines Prosser, woman’s editor, 
Denver Post; Mary Hastings Brad- 
ley, explorer, author, traveler, and 
speaker. 

Miss Helen Vance, Chicago Daily 
News, president, Chicago Woman's 
Advertising Club, will speak at a 
dinner honoring Chicago women 
writers. Winifred Wise Graham, 
copywriter, Marshall Field & Co., 
is program chairman, and Lois 
Schenck, press bureau, J. Walter 
Thompson, is publicity chairman. 


Accepts Special Copy 
on Front Page 


For the second time in its his- 
tory, the Wisconsin Rapids Daily 
Tribune on Aug. 2 published paid 
advertising on its front page. The 
advertisement was a legal notice 
sponsored by the county highway 
committee. 

The previous occasion -was in 
1920 when a legal notice was pub- 
lished changing the city’s name 
from Grand Rapids to Wisconsin 
Rapids. 


Jacobson Names Conrow 


Edmund Jacobson, New York, 
American representative for 11 


British business publications, has 
appointed J. W. Conrow & Co., San 
Francisco and Los Angeles, as rep- 
resentative for the Pacific territory. 


“Buildings” Appoints 

| John G. Tinsley has been ap- 
| pointed Eastern representative of 
| Buildings and Building Manage- 


ment, Chicago. His headquarters 
are in New York. 


Scholarships Put 
Two Neophytes Into 
Thick of Radio 


Winners of Competi- 
tion Start Intensive 
Study of Broadcasting 


Cincinnati, Aug. 3.—An intensive 
study of the various phases of radio 
broadcasting was started this week 
by Merton V. Emmert, graduate of 
Kansas State College, and Charles 
Grisham, Alabama Polytechnic In- 
stitute graduate, who recently won 
the 1939 WLW scholarships in 
practical radio training. The schol- 
arships offered earlier this year to 
two graduates of land grant insti- 
tutions of the class of 1939, provide 
for six months’ training at WLW 
and $500 each. Emmert and Gris- 
ham were declared winners in com- 
petition which drew participants 
from seven states. 

Under the supervision of George 
C. Biggar, WLW rural program 
supervisor, the two students began 


their training in the agricultural 
department. Their first job was to 
tabulate the results of a recent mail 
test on WLW’s “Top o’ the Morn- 
ing” program and submit an analy- 
sis of their findings. 


Gets First Assignment 


They were then put to work writ- 
ing farm programs, and Emmert 
was given the five-minute early- 
morning “R.F.D. Mailbox” program 
both to prepare and put on the air. 

Their study will shortly take 
them into the various other de- 
partments. Each will spend two 
weeks in the station’s press rela- 
tions department, where all ele- 
ments of publicity and public rela- 
tions will be explained. They will 
then, as they have in the agricul- 
tural department, receive practical 
experience in the field by writing 
publicity for a few weeks. 

A period spent in the continuity 
department will give them practical 
experience in the writing of spot 
announcements, musical program 
continuity and commercials. Pro- 
motional activities in radio will be 
revealed to them when they spend 
a portion of their time in the pro- 
motional and sales departments of 
the station. 

When their six months’ training 
is up, it is expected that the two 
students will have acquired a gen- 


eral knowledge and background of 
all phases of radio broadcasting, 
and will be able to determine which 
of the several departments of the 
business best suits them and their 
interests. 


Received Farm Test 


As participants in the competition 
Grisham and Emmert were re- 
quired to interview ten farm fam- 
ilies in their respective states and 
write an analysis of the wants of 
the farmers of the state, based on 
the interviews. Also required was 
a five-minute farm news program 
which was to be beth written and 
recorded by the participant. The 
recording of the farm report and 
the script of the farm news show 
were submitted to the station. The 
contestants were then judged ac- 
cording to the merit of their writ- 
ings, broadcasting deliveries and 
ability to sense news of vital im- 
portance to farmers. 


Universal Oil 
to Wilder Agency 


Paul E. Truesdell, advertising 
manager of Universal Oil Products 
Company, Chicago, has announced 
appointment of Almon_ Brooks 
Wilder Advertising Agency, Chi- 
cago, effective Sept. 1. 

Oil and industrial publications 
will be used. 
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PHOTO-ENGRAVINGES 


zine, care and constant attention to every detail is apparent. 
Day after day and year after year we continue to give the same 
dependable high quality in our plate work. Telephone Superior 
7440 for a Wallace-Miller representative to estimate your next 


important job. We are always in 


WALLACE-MILLER CO. 


Phote - Engravers 


466 W. SUPERIOR STREET 


Chicago 


IN EVERY KNOWN MEDIUM 


Every assignment here at Wallace-Miller Company is an important 


one. From the largest four-color process jobs down to a minimum 


day and night. 
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in your Pocket 


O YOU KNOW who is portrayed op 
the revenue stamp that’s on the 
package of cigarettes in your pocket’ 


Not one person in thousand; 
knows that it’s De Witt Clinton, eve; 
though the face is printed on some 
22,000,000 stamps each day! 


Proving an axiom that this adver. 
tising agency always bears in mind.. 


; 


See That it’s not just how often 

a you print something, but what 
you print, and where you print . 
it, that makes people sit upand | 
take notice. | 
g > 4 
{ 
; 

‘ “ . 


Young & Rubicam, Inc. 
ADVERTISING 


NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - TORONTO - MONTREA! 
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NEW FIELD TO CONQUER 


REVIEW 


ANOTHER UNUSUAL TEST 
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Frank W. Atherton (left), Detroit agency executive, who has become vice-pres- 
ds ident in charge of merchandising for Drewry's Dry Ginger Ale, U.S.A., Inc. 
He is shown with Elias Epps, president of the company. 


MACMILLAN PETROLEUM CORPORATION 


ne § COPY IN DIFFERENT MEDIA COORDINATED 
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Continuing its informal, humorous adver- 
tising, Macmillan Petroleum Corporation 
now suggests the ‘tomato test’ in na~- 
tional magazine copy. The motorist is 
invited to compare Macmillan oil per- 
formance with that of other brands by 
using the tomato splotch as a marker 
and comparing acceleration distances 
from 10 to 60 miles an hour. Eggs and 
flour sacks will also serve as markers. 
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MORE LIVE POWER... AND 
YOU GET MAXIMUM MILEAGE! 


“eo matter where you bay Standard Red 3 Smooth power in abundance ¢ 
wo. at home or on tour... yeu get: 4 Maximum mileage 
piformly brillant performance o 


5 Instant response for start-up, traffic, . 


2 Higber anti-knock stitt grades bs 
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An advertisement within an advertisement is shown in this Standard Oil Company 
of Indiana newspaper layout. The 24-sheet poster was lithographed by Compton 
& Sons, St. Louis. McCann-Erickson directs the account. 
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THERE PINE GASOLINES .. . SOLITE Loremme priced? 
STAMDARD BED CROWN ogee) cms STANOUND [lige priced) 


AT ALL STANDARD OIL DEALERS 


country. 


DRAMATIZED PRESENTATION BEHIND THE SCENES 
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Careful planning of a photographic study of its valves won a direct mail award for Sloan Valve Company. Behind the 
u"S ebove are H. K. Shigeta, photographer; W. D. Murphy, Sloan advertising manager; and R. B. Williams, of Reincke- 
Ellis-Younggreen & Finn, agency handling the account. ; 
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BEAUTY STORY TOLD AT A GLANCE 
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Contoure’ 
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With admirable simplicity A. Breslauer Company, New York, portrays the bene- 
ficial results of Contoure cosmetics in a new display unit produced by Ejinson- 
Freeman Company. Lawrence C. Gumbinner is the agency. 


WORDS THAT ARE PLEASANT TO THE EAR 


. 


Human interest abounds in this new 24-sheet poster which National Biscuit Company is using in locations throughout the 
Continental Lithograph Corporation produced the job. 


REALISM PROVIDES TIRE COPY THEME 


Turning aside the inclination to avoid mention of speed and its inherent dangers 
in motoring, United States Rubber Company emphasizes the necessity for pro- 


tecting youth from its "demand for action.’ It's not how fast youngsters can 
g©, magazine copy points out, it's how fast they can stop that’s important. 
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Me facdy tn Ue Fielere! 


Here’s a man’s idea of solid comfort —an easy chair, a pipe, a book and a dog! _ Bill 
Bosworth of Los Angeles is home for the evening, and though Mary, his wife, doesn’t 
enter this masculine scene in person, you can be sure that she is very much in the picture! 
That easy chair, for example. It’s Bill’s exclusive property . . . but Mary selected it when J}; 
they refurnished last year! That Polka Dot robe was Mary’s Christmas gift to Bill; and J: 
the pipe was her way of saying “Happy Birthday!” And then there’s “Shep.” “Shep” was 
Bill’s gift to Mary — just because she happened to mention that if they were going to have 
a dog, she'd like it to be a Springer Spaniel! 


So, you see, the lady is very much in the picture —just as the ladies are in every retail 
selling picture! It’s not hard to see why feminine influence is felt in 85 out of every 100 
retail sales. And it’s not hard to see, either, why advertisers always look to the paper that 
leads in Women’s Wear Advertising when they have an important selling job to do. 
They know that’s the newspaper that women read—the one that delivers that all-impor- 
tant element in retail selling — feminine influence! 


*As measured in agate lines by Media 


a Records. The Times’ lead would be in- For the first six months of 1939 The Times printed 1,165,115 lines of Women’s Weat 
0 | creased if stores selling both men’s and — * . : . 
Fae women’s shoes were added. This and Advertising* or 30% more than all other four Los Angeles newspapers combined! A rec: 
a ah unsegregated men's and women's wear ‘ ° . 
: basement department linage are oot ord that is manifestly conclusive! 
> incu ° 
a. - 
. of Lt bby | 


REPRESENTED BY WILLIAMS, LAWRENCE AND CRESMEP 


NEW YORK, CHICAGO, DETROUT, SAN FRANCIS €C? 
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